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i tae verter 
Heel 16/8, covered boulevard. 
Sizes: 4 to 10, Widths: 4A to C. 


IN STOCK STYLE 
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ALCESTE ... Style No. 300. Blue 

stitched to match. StyleNo.301. 

satin mat kid, stitching dark grey. 

No. 526. Heel 16/8 covered ¢ 

Sizes: 4 to 10, Widths 4A to 
IN STOCK STYLE 


RETAIN IT... 


It's the amazing shoe of the day! The shoe that offers more comfort . . 

because it is made to “cup” and “cradle” the heel and support the body's 
weight at this focal point. Scientific tests prove approximately 85% of the 
body’s weight is distributed at the heel .. . that is why the true-to-foot-form 











construction of Cradle Heel Treds is so right and so comfortable. Plan now cent ...Savte Nin. O08, Ga 

to get in on this profitable and popular line that is being demanded more thing dor veige. ts 
covered 

and more by women who want shoes that are made-right for right-comfort. eee ee 


IN STOCK STYLE 


4 MANUFACTURED BY CRADLE REST SHOE CO., pivision of RICE-O’NEILL shoe co. 
1900 WASHINGTON AVE. ST. LOUIS, MO. 
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THE LAST, foundation of shoe line and form, 
is a determining factor in the interpretation 
of style. At the United Last Company's New 
York Style Studio, an experienced staff keeps 
alert to the trends in shoe styling so that 
United last service to the shoe industry can 


be constantly up to the minute. 


What are the latest style indicators? 
From the heart of the nation’s shoe style 
center, veteran Bill Burger reviews to- 
day's fast moving events, notes changes 
which may affect last and shoe design. 
Many shoe men seeking guidance in the 
decisions before them find his 38 years 
of practical experience in the last and 
shoe industry give valuable support to 
his views. 


What heel heights are going to head 
the list? How are upper patterns be- 
ing affected? Between trips into the 
field, Lloyd Brown (BROWNIE) finds 
these and a dozen more questions on 
the lips of shoe men visiting New York. 
His answers, based on a keen obser- 
vation of current style demands, are 
full of timely, useful style information. 


On your next visit to New 
York make a call at the Style 
Studio, Room 503 Marbridge 
Building .. . you will find it 
worth while. The number of UNITED LAST COMPANY 
visitors to the Style Studio 40 FEDERAL STREET, BOSTON, MASS 

has increased substantially ; *s = 
each year since 1939 when 
this advisory and last styling 
service was instituted. 
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Au consumers appreciate the wear and service of Goodyear Welt Construction . . . although 
most of them know nothing of the construction details. @ The good-will value of the statement: 
“THIS IS A GOODYEAR WELT SHOE®’ can be definitely estimated in increased sales and 
repeat-customers. In all price-grades, shoes of Goodyear Welt Construction always give the 
greatest measure of consumer satisfaction. @ A seller's market does not last forever. Retailers 
who wisely take time these busy days to point out the true advantages of Goodyear Welt 
Construction, win the permanent appreciation of customers . . . who will not forget the service, 


nor the store and the shoes that give such satisfaction, when conditions change. 


*U. S. SERVICE SHOES are constructed on the Goodyear Welt Method to insure foot protection and maximum wear. 


INSIST ON GENUINE GOODYEAR WELT CONSTRUCTION doscbly STRENGTHENED «the 


BARBOUR COODYEAR WELTING 


Manufactured by BARBOUR WELTING COMPANY, Brockton, Massachusetts 
-. + world’s largest welting manufacturer ... furnishes a large percentage of welting for U. S. Service Shoes. 





Total capacity of Barbour plant is adequate to meet government requirements and needed civilian welting. 
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In the complete “CELASTIC” 
ing solutions — each with a a jine there are seven thick- 
different drying time — al- - nesses of material, graded 
low the manufacturer to eas from the light slipper weight 
choose the one which best to the heavy weight used for 
suits his production sched- rugged duty footwear. - 
ule. Waste and production ; 
delays are avoided. 





ACTIVITY — 


HERITAGE OF YOUTH 


Children are five times more active than 
grown-ups! Forsuch busy growing feet, toe 


protection and toe comfort are essential. 


*“CELASTIC”’, a solution-softened box toe, 
fulfills these requirements by accurately 
reproducing the shape of the last — by 
fusing together doubler, box toe and lining 
into a durable three-ply structure — and 
by insuring positive freedom from wrin- 


kled toe linings. 


In meeting the demands placed on shoes by 
the super-activity of youth, “CELASTIC” 
box toes provide extra protection with 
firm, resilient sidewalls and extra comfort 


with flexible tip lines and smooth linings. 





UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








PerFORMance VALUES 


Risks are taken by men willing to adven- 
ture —¢hat is expected of life in wartime. 


But risks are reduced in foot work when 
shoes qualify under perFORMance tests 
given by the JOHNSONIAN organiza- 
tion. The lasts are true to feet in action; 
the patterns smart; and the materials up 
to the standard .available under regula- 
tions governing the industry. The mer- 
chant’s risks are less with “The Smartest 
Shoes on the Square.” 


JOHNSONIAN shoes are smart and sal- 


able and designed for men of action. 
They play a part of national signifi- 


cance when fitted ond sold right. 


IOHNSONIAN DIVISION = enoicorrsonnson - 


SOMETHING HAS BEEN ADDED 
Sanitized FOR PROTECTION 
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8619—Tan moccasin p- 
blucher, heavy stitched ¥° 
and quarter, antique finish, ° 
sole, leather heel. 8, C, D,¢ 


» ST. LOUIS, MISSQUE 
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lis MORE than a Point of View 


Foot De .icut shoes, as many salesmen and dealers have 


discovered, enjoy the happy faculty of turning hypercritical customers 


into ardent boosters. Refreshing styling is the answer . . . backed by proven 
quality, better than average fit, and the unique Patented Double Cushion* 
which adds a new thrill to walking. 


Tue Deaver who stocks Foot De.icut shoes gains the confidence 

and loyalty of each customer, thus insuring repeat sales. His percentage of 
“walkouts” and lost sales are cut to a minimum. His salesmen 

work more efficiently, and earn more money. 

In short . . . his entire organization 


is geared up for profitable operation. 





*Double Cushion?? 


Foot Delight relieves the strain of both metatarsal and transverse 
arches with one cushion which gently fits the bottom of the arch area as 
no other shoe made. Protected by National Patent Corporation, Chicago. 


Most Foot Delight Shoes are Retailed at $9.95—$10.95 
BANCROFT WALKER COMPANY 
WALTHAM - MASSACHUSETTS 
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THE flag of the United States of 
America appeared on most of the 
magazines of the month. It was 
left to Lord & Taylor on Fifth Ave- 
nue, New York City, to put an em- 
phasis upon the almost universal 
display of the American flag—for 
an entire battery of windows fac- 
ing the Avenue was given over to 
the display, labeled: “Lord & Taylor 
joins the American magazines in a 
salute to the flag.” It was very im- 
pressive. 





The Boot anp SHoE REcoRDER 
would have had a flag on its July 
4 front cover, but for the fact that 
the American flag can never be 
used in combination with an adver- 
tisement. 

That’s an important point to re- 


member. The cut of the flag in 
an advertisement is contrary to the 
law. It is also contrary to the law 
to have a window display with the 
background of the American flag 
but the letter of the law is sometimes 
waived when a tiny flag is put on 
a stick in some part of the window 
—not associated with merchandise 
—the usual custom being to put an 
electric fan behind it so that it actu- 
ally lives. 
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In the first World War, a manu- 
facturer had small American flags 
sewed on the tops of the high kid 
boots of that period. The error 
wasn’t discovered until the shoes 
were in shoe stores and in window 
display. But then everything hap- 
pened. As if with one voice, pro- 
tests came from everywhere and the 
net result was the return of all the 
merchandise and the difficult task 
of removing the flags. Somehow the 
shoes didn’t look right after that 
and landed on the job-lot counters. 
It is not particularly good taste to 
have red and white stripes with a 
field of stars on any merchandise, 
either. 

But this is the month of July and 
patriotism is at a high pitch. So, 
if you have a standard in front of 








your store bearing the American 
flag and other merchants will co- 
operate, it would be a mighty nice 
thing for all to display the flag, 
day by day, either from the stand- 
ard on the sidewalk or from the 
second floor window. 

The flag does something to every 
one who sees it and the magnificent 
way in which the American maga- 
zines displayed the flag on so many 


interesting covers, gives a thrill to 
every newsstand and a purpose to 


every reader. 
* . 7 


RAYMOND TWYEFFORT, master 
tailor of Rockefeller Center, covers 
the country and sends us a nifty: 

“What the U. S. now needs is 
more scrap—Rubber, Iron and a 
scrappy public opinion. So toughen 
up and walk. Scrap your motor 
cars and harden up. Softies don’t 
win a war!!” 


3S 
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“KNOWLEDGE is Power, sure 
enough. But like Steam or Electric- 
ity, it only becomes effective power 
when it is properly harnessed and 
put to work.” 

—R. 0. EASTMAN 


DR. LAWRENCE GREEN.- 
BERGER, of Kaufmann Depart- 
ment Store, Inc., Pittsburgh, Pa., 
says: 

“Why not develop a program to 
salvage the latent talents and un- 
tried possibilities which human 
beings possess—as we must, if we 
are to survive the present emer- 
gency. We at Kaufmann’s, believe 





? 





that we must lean more heavily 
than ever before upon those sales- 
people who have been with us for 
some time and who are probably 
going to remain with us for the 
rest of their vocational careers. We 
shall have to stress in every trans- 
action during the present crisis: 


“Selling Requisites—<elling calmness 
—not sounding buying alarms—not en- 
couraging ing—not ‘scare selling’! 

“Selling Quality—to help prevent com- 
plaints, returng and adjustments—to help 
the customer buy the best merchandise 
available and get his money’s worth— 
to keep customers from becoming ‘price 
shoppers’—to save waste—to sell with 
confidence. 

“Selling Service—to build in the cus- 
tomer’s mind the feeling that he would 
rather come to our particular store be- 
cause of the excellent service that he 
gets here. (As more and more goods 
become rationed, less selections will be 
available and most merchandise will 
tend to be standardized throughout the 
country. It will then be the special 
customer services and benefits for which 
a store is noted that will bring a cus- 
tomer back again and again. If every 
store will eventually have to sell the 
same general quality of merchandise, 
the store that will be successful will be 
the one which offers the best services 
to its customers.) 





“Selling Morale—to help build right 
attitudes on the home front—to respect 
the personality of the customer—to be 
more patient, more gracious, more cour- 


teous than ever before. 
- 7 7 


STANLEY F. TEELE, Associate 
Professor of Marketing in the 
Graduate School of Business Ad- 
ministration, Harvard University, 
says: 

“With respect to earnings, 1941 
was the year of the highest net 
profit over and above interest, and 
also of the highest net gain, that 
is, net business profit, 7.3% of 
sales. Both these figures exceeded 
comparable showings of 1929. A 
contributing factor in the high 
gross margin was the low mark- 
down figure, the lowest recorded 
since 1929. 

“It is rather interesting to note 
that cash sales and C.O.D. sales 
increased.” 


THE United States Leather Com- 


pany, in a one-fold card showing 





FASTER! FASTER!! 





—"Nothing can do more harm to 
the adoption of railroads than 
the promulgation of such non- 
sense that ee eager 
engines traveling at rate 
— ana: on how. ae 

—The above paragraph a 
in a pamphlet on Railroads, writ. 
ten in the year 1825. 

—Today, 100 miles an hour is not 
an unusual speed for our fast 
“specials.” 

—Today, a huge bomber loaded 


with tons of explosives and a crew 


of technicians can travel 

300 and 400 miles an hour. 
—Today, an automobilist feels pe- 

nalized when he is limited to the 

az pace of 40 miles an 


—Today, a projectile shot from a 
16-inch un = =" 
target miles a in a few 
seconds. Res 


—Today, a message can be flashed 
around the world in one-fifth of 
second 


a 4 
—that's the speed of Today! 
—How about Tomorrow? r 


ea 


President 





the consolidated income account 
issued by Secretary Roland H. Zinn, 
says significantly: 

“Leather—a strategic material of 
war—proving its worth as the only 
practical material for shoes—with- 
out suitable substitute. Your com- 
pany is doing its full share in filling 


the war demand.” 


THEY dedicated a service flag at 
Endicott and more than one thou- 
sand workers participated in the 
ceremonies. It was deeply patriotic 
and sentimental. The service flags 
had stars thereon representing the 
workers. Newspapers gave it full 
pictures—deeply significant pictures 
—showing the serious considera- 
tions that all American men and 


women are giving to the war itself. 
It was pleasant to see the picture 
of George F. Johnson, that grand 
founder of a business dedicated to 
the work of shoes. He was given 
a great ovation by the workers, as 
he attended the ceremonies. 
George W. Johnson, Charles F. 
Johnson, Jr. and Mayor Fancher 
Hopkins, of Binghamton, were the 
guest speakers on the program. 
Those shoes and men march on 


in service to their country. 
* < e 


GOOD LUCK, JOE 


There wasn’t a sweller guy than Joe, 
And we really hated to see him go. 
He could fit the fussiest people with 


shoes; 
He knew all the answers, detected all 
cues; 
And there isn’t a customer in our town, 
Who could ever say that he wore a frown. 
The ladies all miss him too, you bet, 
For he was a guy that you can’t forget— 
Happy, sincere and “on the beam,” 
Why, he could sell shoes on any man’s 
team! 
Yes, we Said goodbye to Joe last week, 
And we must confess, with a tear on 





But down in our hearts there was a glow 
When we thought of the reason he had 


to go. 
Uncle Sam said, “Joe, there’s a job to do, 
And I’m counting on you to see it 
through.” 
Yes, we have lost Joe for a while perhaps 
But we'll gladly carry on during the lapse. 
We know that Joe will come through all 
right, 
While he gives the Axis one helluva fight. 


—Ewmm J. Bracxy 
7 a. * 


H. MERLE SMITH, merchandising 
and marketing consultant, Kansas 
City, Mo., says: 

“There is a place in the great 
panorama of America at work for 
every man, woman, boy and girl, 
regardless of age or station. Each 
for himself, within the framework 
provided by the plan to mobilize 
our manpower, must determine 
wherein and to what extent he will 
join in -this great on-to-work pro- 
gram. We must have, shall have, 
business, though we won't have, 
can’t have, business as usual. Our 
normal activities must be main- 
tained at the highest level consistent 
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with winning the great objective. 
There is no other way to win and 
pay for the war or the peace. 

“If we respond to the opportuni- 
ties for work that are before us only 
in proportion to the rate ef com- 
pensation, we shall deserve the kind 
of regimentation that allows us no 
choice as to what we shall or shall 
not do. Opportunity for us all 
must be redefined. We know that 








boom and depression will prevail in 
different sections of the country at 
the same time. Whereas the de- 
fense areas will be active, non- 
defense areas will tend to stagnate. 
But, whether it is our lot to be 
operating in a community that is 
suffering a boom or a depression, 
soundness should be characteristic 
of our work.” 


THE Delivery Group Session at the 
Mid-Year Convention of the 
NRDGA reported : 


“There is no question in the 
minds -of leading retail store deliv- 
ery officials that the consuming pub- 
lic has long been ‘service spoiled 
and pampered,’ and that in the 
competitive race to outdo one an- 
other the stores themselves have 
been solely to blame. 

“Despite the initial difficulties 
encountered in putting into effect 
the Government’s edict to cut de- 
livery service mileage by 25%, the 
restricted procedure now made 
compulsory ‘has proved very suc- 
cessful from every standpoint, with 
hardly any reaction from our cus- 
tomers.” _ 

“Necessary deliveries have 
dropped off appreciably, and this is 
attributed largely to the cordial re- 
sponse of the buying public to 
carry small parcels, instead of ask- 
ing that they be delivered.” 

> 


J. A. DONALDSON, Financial 
Vice-President of Butler Brothers, 
Chicago, IIl., says: 


1942 


July tt, 


easy profit days are gone, at least 
for awhile. Retail sales have gen- 
erally weakened and it is prob- 
able that Fall 1942 total retail vol- 
ume will be under that of a year 
ago. The speculative urge in con- 
sumer buying is gone. 

“General price ceilings have re- 
cently been placed on cost and sell- 
ing prices for practically all mer- 
chandise handled by retail stores. 
These ceilings will materially re- 
duce merchandise margins. Mer- 
chandise available for civilian use 
is becoming more and more 





Forward buying and ware- 
housing is likely to be curtailed 
this Fall by Government order 
limiting the amount of inventories 
that.can be carried. 


scarce. 


“These are the conditions. that 
are facing retail managements all 
over the country. Their imme- 
diate problem is to ‘put their 
house in order’ for lower volume 
and narrower profit margins with 
as little confusion and disturbance 






“It seems quite probable that 



















































to permanent organization as pos- 


sible.” 


Getting the Business 
(from the BINGHAMTON SUN) 


“With bowed shoulders Homer 
Smith entered his house. His drag- 
ging feet scuffed their way through 
the front hall and into the kitchen 
where his wife was preparing the 
evening meal. The smile faded 
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from Mrs. Smith’s face as she noted 
the woebegone appearance of her 
better half. ‘Homer,’ she cried. 
“Slumping into a chair, Homer 
stared straight ahead with dead 
eyes. ‘Tell me, darling,’ pleaded 
his wife, as she came over to Homer 
and lifted his chin in her hand. 
Homer moistened his lips with his 
tongue. 
“*The worst,’ 
‘has happened.’ 
“*No!’ cried Mrs. Smith aghast. 
* *Yes.’ said Homer. “This after- 





he said dismally, 


noon just before quitting time the 
boss called me in and gave me the 
business’. 





"They don't necessarily have to fit—just so they're good looking.” 
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* Washington Newsreel * 


AT Mark Twain’s native town of Hannibal, Mo., a plant 
owned by the International Shoe Co. has turned its 
entire manufacturing facilities to the rebuilding of 
Army shoes. 

The Army has not “taken over” the Hannibal plant. 
Present equipment and personnel are expected to be 
maintained. 

The Quartermaster Corps has made an arrangement 
with the company in the form of a contract in which 
the factory will devote its efforts exclusively to rebuild- 
ing enlisted men’s shoes. at a specified fee per pair on 
a quantity basis. The company will supply the ma- 
chinery, man power and materials and the Quarter- 
master Corps will furnish a suitable number of inspec- 
tors to insure that all shoes will be rebuilt according to 
strict Army specifications. 

The present daily capacity of the Hannibal factory 
is around 5000 pairs of new. shoes. The Quartermaster 
Corps said that it is not expected that equipment now 
on hand will have to be expanded materially under the 
new set-up. 

It was pointed out that under peace-time conditions, 
Army facilities for repairing shoes are handled ade- 
quately under Quartermaster Corps supervision, but 
that in war-time facilities must be stepped up to keep 
pace with the expanding Army. 
PRICE ceilings on retail services became effective on 
July 1. These ceilings were established by OPA’s Maxi- 
mum Price Regulation No. 165. They set a top limit 
on charges for virtually all services, from shoe shining 
and repairing, repair of electrical appliances, bicycle 
repair all through an extensive gamut. The ceilings are 
designed to hold maximum prices for the $5,000,000,- 
000 retail service industry generally at levels of last 
March. 


* * a 


On July 1 every store selling at retail some 200 cost- 
of-living commodities, including shoes, listed in the 
General Maximum Price Regulation, was required to 
have filed with the nearest War Price and Rationing 
Board a statement showing the store’s ceiling price for 
such of these cost-of-living articles as it carries. 


< = 
SHOE MARKET IN THE MAKING 


Here's some leather footage to gaze upon —in boots 
worn by First Liewtenant Kenyon C. Bolton, left, and his 
brother, Second Lieutenant Oliver P. Bolton, now serving 
with a mechanized infantry regiment somewhere in the 
Pacific, while their mother, Mrs. Frances P. Bolton, repre- 
sents the 22nd Ohio District in Congress. Army officers 
such as these represent a large and growing market — 
buying many of their shoes from established retail stores 
neor where they happen to be at the time they need them. 
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Beginning July 1, every retailer, wholesaler, jobber, 
distributer, and manufacturer was required to have 
available in his place of business for public inspection 
a statement showing the highest prices he charged dur- 
ing the March base pricing period for articles or ser- 
vices for which the General Maximum Price Regulation 
set a ceiling. It was required that the statement also 
show customary allowances, discounts and other price 
differentials. However, where a person other than one 
selling at retail claims that he would suffer “substantial 
injury” from making such a statement public he may 
file it with the nearest district or state OPA office. 


THE consumer service maximum price regulations 
rounds out the three-point program of universal price 
ceilings announced April 28 by OPA. 

In the first step ceilings were applied on May 11 at 
manufacturing and wholesale levels to goods and ser- 
vices not previously covered by maximum price regula- 
tion. 

In the second step, ceilings were extended to cover 
sales of goods at retail. 

The pattern is now complete with the application of 
price ceilings to the great majority of retail services, 
the most common examples of which are the family 
laundry, dry cleaning, shoe repairing, automobile re- 
pairing, and various household repair jobs. 


A-CLOSE check on the issuance of new WPB forms 
requesting information from American industry will be 
provided by a new committee announced Saturday by 
Donald M. Nelson, chairman of the War Production 
Board. 

The committee will also review all previously issued 
WPB forms and will recommend abolition or consoli- 
dation of the forms wherever possible. 

Under the chairmanship of Joseph I. Lubin, the com- 
mittee will have full authority to refuse approval of 
new forms or to discontinue the use of existing forms. 
It will be known as the Committee for the Review of 
Data Requests from Industry. 

Whenever a form is found to be unnecessary, its use 
will be stopped immediately. However, all forms now 
in use will continue in effect until Oct. 1 unless specific 
notice is given to the contrary. 

Mr. Lubin, chairman of the new committee, is a mem- 
ber of the firm of Eisner and Lubin, Certified Public 
Accountants, New York City. Other members of the 
committee will be representatives of the War Depart- 
ment; Navy Department; Materials Division, Statistics 
Division, Bureau of Industry Branches and Bureau of 
Priorities, WPB; and Bureau of the Budget. 








Suburban Business 
Built On Confidence 


EVERY merchant who opens a new 
store, particularly in a suburb, finds 
that the one most important thing for 
him to gain is the confidence of his 
customers. When a firm 66 years in 
business, with six stores already en- 
joying the complete confidence of the 
public, opens in a suburb, the prob- 
lem of building confidence takes a 
back seat. And when that suburb 
happens to be the center of the fastest 
growing county in the world it augurs 
well for the new shop. 

That's the situation in Arlington 
County, Va., where Hahn’s, of Wash- 
ington, D. C., are now operating their 
third suburban shop, the seventh in 
the Washington area. They also have 
one store in Baltimore. As for this 
matter of confidence, Gilbert “Hahn, 


president of Hahn’s, says one of the 


reasons he likes to open a suburban 
location is that customers and nearby 
merchants in other lines come in per- 
sonally or write in to thank him. They 
feel that their own section has gained 
in stature by having a shop with the 
Hahn prestige. 

Business has been consistently good 
since the day the Arlington shop 
opened its doors. As was expected, a 
number of people who regularly 
traded with the Hahn stores in. Wash- 
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Hahn's, Well-Known Shoe Retailers in Washington and Baltimore, 
Recently Opened Their Third Suburban Outlet in Arlington, Virginia, 
Secure in the Knowledge That the Customers They Had Made in 
Their Other Stores Would Patronize the New One. Not Only Were 
They Right in Their Forecast, But New Customers Were Attracted 


Exterior of the new Hahn store in Arlington. The 
one-story building is of white stone, and has nine 
show windows facing the community's main street. 


ington now buy their shoes at the 
new location, but many completely 
new customers are already buying ai 
and opening accounts with the Ar- 
lington shop. The downtown stores 
have not suffered any drop in volume 
—with so many thousands of new- 
comers arriving in Washington each 
week, the new 100-seater actually 


serves as a sort of safety valve for the~ 


rush of business the company is ex- 
periencing. 

A large portion of the stock of 
more than 15,000 shoes—there is 
room for 25,000—is made up of 
children’s shoes, and Manager Floyd 
C. Wynkoop reports that children’s 
business is even larger than antici- 


pated. Mr. Wynkoop expected a large 
volume in children’s shoes, he was 
for several years assistant manager 
of the Hahn store at 14th Street and 
Park Road, Washington, another 
suburban location where the business 
in children’s shoes has always been 
high. 

Physically the new store measures 
up in every respect to the high stand- 
ard of the other Hahn stores. A neat 
one-story white stone building dis- 
plays nine show cases along Arling- 
ton’s main shopping street. In the 
rear is a private parking space for 30 
to 40 cars, with a special rear en- 
trance to the store. The interior is 
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Boot and Shoe Recorder 





Sell SERVICE to Customers 


National Men's Shoe Week, September 12-19, Offers a Spe- 


cial Opportunity This Year to Educate Men Engaged in Civil- 


ian Activities on the Shoes Best Suited for Various Require- 


ments and the Care They Need for Maximum Efficiency 


NATIONAL Men’s Shoe Week, inaugurated by Boot 
AND SHOE ReEcorper five years ago, has come to be 
recognized in the shoe industry as an annual promotion 
event, marking the official opening of the Fall selling 
season. It provides an opportunity for men’s shoe stores 
to make their customers Fall shoe conscious and remind 
them that mid-September is the time when every man 
should consider his shoe needs for the coming season. 

This year, with millions of men obtaining their shoes 
from Uncle Sam, the observance of National Men’s 
Shoe Week, Sept. 12 to 19, inclusive, takes on a different 
complexion. It is directed primarily to those other mil- 
lions of men who serve, not in the armed forces but on 
the home front, in the factories where the munitions of 
war are turned out, in the civil branches of the govern- 
ment, in the regular avocations of civilian life, made 
doubly important in wartime because they provide sup- 
port for the war effort. 

Men will need good shoes this Fall more than they 
ever needed them before. They will need the kind of 
shoes that will help them to function efficiently in the 
more important tasks they are called upon to assume, 
shoes that will give good service, conserve health and 
provide the feeling of confidence to which a good ap- 
pearance contributes so much. 


AS a men’s shoe merchant, you can use National 
Men’s Shoe Week to help clear up many questions that 
may be in the minds of your customers—and at the 
same time show them very definitely that you have their 
interests at heart. Tell them of what your Fall shoes 
are made, explain their wear expectancy, the impor- 
tance of wearing the right shoes at the right time, the 
wisdom of buying shoes that will keep their footwear 
wardrobe in balance. Also’ how much correct fit, and 
regular change-off add to the life of the shoes and the 
foot comfort of the wearer. These and other points of 
information that will help men to buy shoes more in- 
telligently, and preserve the usefulness of those they 
own, are all good-will builders. 

Manufacturers and tanners can be of great assis- 
tance to the retailer in the preparation of Men’s Shoe 
Week promotions, by supply them with specific in- 
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formation concerning the materials and making of the 
shoes in clear, factual statements concerning each shoe. 
This is not difficult or expensive if a single sheet or half 
sheet of paper is used for each style, and needed sheets 
attached to each invoice or confirmation. With this 
might be included any other general helps you have in 
mind for Men’s Shoe Week promotion. 

Nor should the style and “appropriateness” angles be 
neglected. The new developments in patterns, colors 
and leathers will still be of promotion interest, with 
special accent on the ingenuity of designers and manu- 
facturers in making shoes that combine smartness and 
serviceability with conservation of war-needed mate- 


rials. 


§ PECIAL accent should be placed on “the right shoes 
for the right purpose,” for nothing can help more to 
conserve shoes than this. Many workers in specialized 
occupations know this, and special shoes are developed 
to meet various conditions, but many a man, shifting 
from some other occupation to defense work, or under- 
taking civilian defense duties, does not know or appre- 
ciate what it means to the government’s (and civilian’s) 
conservation program, to wear the right shoes for the 
job. Showing the public what this means, and how 
easily it can be done, by simply using good judgment 
in the selection of shoes suited to the job, will be a real 
service on your part. 

One simple plan would be to show samples of various 
shoes on shelf racks, with a descriptive card beside each 
shoe, telling what it can “take,” as well as giving gen- 
eral factual points concerning materials and construc- 
tion. One might also have a semi-permanent display 
of the right shoes for workers in various local defense 
or civilian industries. The “conservation” angle should 
be stressed, because many a man making big wages who 
would not be particularly concerned about economy, 
would respond to an appeal to save leather, so that he 
and the rest of us can help to overcome leather sho:t- 
ages and continue to have better shoes longer. 

Many men will think that paying top prices will get 
them a better shoe—and it will—but that shoe may not 
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THE effects of world conflict are for the first time 
becoming apparent in men’s shoes for the Fall season. 
Shortages of material caused by stepped up military 
requirements and curtailed imports are having their 
effect both on styles and production and the steady 
drain of manpower from civilian life to the armed 
forces is making itself felt in decreased sales volume. 

The Fall picture as it presents itself at this time is 
a pretty confused one. Men’s shoe manufacturers in 
attempting to make their Fall lines as attractive and 
salable as is possible under present conditions and still 
keeping in mind the recommendations of the War Pro- 
duction Board for fewer high-cutting patterns, have been 
in a quandary, so to speak, for any definite line or rul- 
ing which to follow. 




















Left to right—Tan blucher with imi- 
tation tip, Roblee, Brown Shoe Co. 
Straight tip achieved by perforating 
and stitching, Jarman Shoe Co. Tan 
Scotch grain with multiple stitched 
tip, George E. Keith Co. Heavy 
Scotch grain with multiple stitching 
on vamp and tip foxing, E.T. Wright 
& Co. Wide sole extension.on dress 
shoe of tan calf, J. P. Smith Shoe Co. 
Straight tip oxford of black calf with 
custom upper stitching, Stetson Shoe 
Co. Scotch grain quarter brogue, 
Stacy - Adams. Simulated wing tip 
and quarter foxing, Curtis Shoe Co. 























LET’S TAKE A LOOK AT 


A ruling by the WPB is expected to be forthcoming 
shortly, designed to limit or at least conserve the amount 
of leather going into men’s shoes by restricting patterns 
to the plainer types and perhaps fewer of these. This 
will mean no radical change from present consumer 
thinking, however, because for some time the trend has 
been away from brogue type shoes as the plainer types, 
such as the plain toe and moccasin gain in popularity. 
There are few families throughout the country who 
have not some close relative or kin in the armed forces 
and this is reflected in a seriousness in their way of 
thinking which, in turn, is expressed in the more sober 
way they dress. 

On the other hand, the picture is not as black as 
is first apparent. There are a great many men who are 


















Top row (left to right) 
Moccasin types for Autumn wear. 
Sturdy, fine Scotch grain in dark 
brown, Stacy - Adams Co. Heavy 
Scotch grain, simulated moccasin 
forepart, Bates Shoe Co. Simulated 
moccasin forepart with black com- 
position sole, M. A. Packard Co. 
Moccasin effect achieved by crimp- 
ing vamp and also quarter, Win- 
throp Shoe Co. Medium brown 
with multiple stitching, George E. 
Keith Co. Bottom — Norwegian 
moccasin with heavy harness stitch- 


ing, Nunn-Bush Shoe Co. 





FALL... 


Plain toe and monk oxford types for 
army officers and businessmen alike. 
Top row (left to right)—Tan blucher 
with finely stitched quarter foxing, 
M. A. Packard Co. Interesting lace 
stay treatment in medium tan, E. T. 
Wright & Co. Medium brown monk 
type, Commenwealth Shoe & Leather 
Co. Bottom row—Dark brown 3-eye- 
let raglan, Roblee, Brown Shoe Co., 
and another monk type in an almost 
chocolate brown, Florsheim Shoe Co. 


America Gets Back on Its Feet Takes a Literal Meaning This Year. Between 

Cuffless Trousers and Curtailed Transportation Facilities We're Going to 

See a Greater Degree of Foot-Consciousness in Men's Shoes Than Ever 
Before. Here's an Early Glimpse of What the Season Has in Store. 


not going into uniform; young men of high school and 
college age and family and older men, representing a 
large group of actual and potential customers. Of this 
group, a large percentage have had their earnings 
increased in line with the war production effort. With 
the curtailment of many fields of civilian production 
many items for which these increased earnings would 
have gone into are no longer available and so shoes 


are one of the fields which are benefiting from this situa- 
tion. Throughout the country come reports of a definite 
grading up in men’s shoes. 

A look at the Fall picture as it presents itself at this 
time seems to establish the fact that the wing tip brogue 
types are definitely on the decline. Manufacturers are 
showing this pattern in their Fall lines but in most 
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WAR BOND 


EMPLOYEES of Volk Brothers Company, the first re- 
tail shoe store group in the United States to sign up 
100 per cent for voluntary purchase of war bonds and 
stamps amounting to 10 per cent of their salaries, in a 
recent meeting launched a campaign to increase the 
sale of bonds to their customers. Harold Volk, presi- 
dent of the company, is also president of the National 
Shoe Retailers Association and chairman of the Na- 
tional Committee to promote bond sales to the shoe 
industry. 

For the recent meeting and the campaign launching, 
the Volk Store was decked out in a patriotic manner. 
There were flags of the allied nations grouped in various 
parts of the building, and bond sale posters met the 
eye on every floor. 

Two windows were put in during the preceding week, 
promoting the bond sale theme. The centerpiece of one 
of the windows was a large letter “V” on which were 
posted the pictures of 16 Volk employees who have 
joined the armed forces—two of whom have been lost 


CAMPAIGN 


in action. Two negro porters were introduced who were 
planning to leave for the Army the next day. 

Mr. Volk, who presided at the meeting, introduced 
Lieut. Coi. F. W. Steffen, who told employees that war 
bonds are just as important to the war effort as guns, 
tanks and planes, because, without the bonds, there will 
be no funds to produce such war materials. Ensign 
Gerald Pope of the U. S. N. R., also spoke to the 
gathering. 

Three Dallas youths, survivors of the U. S. S. Lex- 
ington, aircraft carrier which was so badly damaged 
in the Battle of the Coral Sea that it was sunk by our 
own forces some time later, appeared on the program 
and told how important it is to the morale of the fight- 
ing forces to know that they are being supported by 
the home folks. They stressed the fact that bond buyers 
are just as much soldiers and sailors in the effort as the 
men at the front and the workers in the munitions 
plants. 
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Charles D. Turner, prominent local attorney, civic 
leader and member of the board of Volk Brothers 
Company, summed up the aims of the storewide meet- 
ing as follows: “We want to set a standard of leader- 
ship in providing the sinews of war that will serve as 
a mark for the whole country.” 

Under the plan presented by Mr. Volk to his em- 
ployees, all retail stores during July will strive to reach 
a sales quota on bonds amounting to 4 per cent of the 
net retail sales of the store for July, 1941. Employees 
will compete with one another in sales individually and 
by departments under the sales plan, and prizes will be 
given to those making the greatest sales. 

In suggesting for the benefit of other retailers some 
of the things he found most successful in promoting 
bond sales, Mr. Volk emphasized the effectiveness of 
getting some men from the community in which the 
store is located, who are already in service, and espe- 
cially some who have been in action, to speak to the 
employees and emphasize the importance of buying 
bonds as a means of supporting the men who are on 
the firing line. Having all of the employees who have 
relatives in service stand at some point in the proceed- 
ings also brought a favorable response, Mr. Volk added, 
with more than half of the salespeople rising to their 
feet. 

A feature of the opening of the bond sale by. Volk 


The “V for Victory” in this Volk window to the left 
is made of photographs of Volk employees who have 
joined the armed forces. 


organization members to the public was the purchase 
on the opening day of $3,000 worth of bonds by Wyatt 
H. Virgilio, of Dallas, from Herman W. Ehlert, vice- 
president of the firm. Sales like this have a tremendous 
publicity value in starting off a store’s campaign, but 
they are rarely spontaneous. Usually it is necessary to 
prearrange the transaction by outside contact with like- 
ly prospects, and stage the closing in the store at the 
time of the opening. 

Mr. Volk heartily endorses and calls to the attention 
of every shoe retailer a statement recently made by 
G. Ray Schaeffer, national chairman of the “Retailers 
for Victory” committee. 

“This,” said Mr. Schaeffer, “is an every-store drive. 
If you operate a big store, you'll see quickly how you 
can best line up your task force for the attack. If you 
operate a small-town store, you'll see that there are 
many ideas of which even you can make use. Sure, you 
may not have 1000 clerks to sell War Stamps and Bonds 
for you. But you have one or two; at least you have 
yourself. You have a telephone. You know how to 
clinch a sale. Why not call up a customer and do a 
little fast selling for Uncle Sam. 

“Display? You have only a little window space? 
Okay. Dress it up for the drive. You've had windows 
before that sold merchandise. You know how to make 
that window of yours sell War Stamps. Remember that 
tough item you had to get rid of by parking it out on 
a counter and talking about it? All right. That's the 
best way in the world to sell War Stamps—to clinch « 


War Bond sale.” 


Launehed By Volk Bros. 


Head of Dallas Store Asks Retail- 
ers to Sell Bonds Totalling 4 Per 
Cent of Net Retail Sales During 


July, 1941 


In a second window were used Treasury Department posters and fac- 


simile War Bonds and certificates of compliance. 
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“Just selling shoes is not 
enough—there must be a 
plus value,” says Mr. 
Pidgeon, “if the business 
is to stand the test of 
changing times.” 


FEATURE SHOES 


SAVE PROFITS IN WARTIME 


SPECIAL feature shoes—footwear with plus value for each 
individual wearer—offer opportunities for shoe retailers to 
keep cash registers ringing despite the difficulties of war- 
time. This is the opinion of William Pidgeon, Rochester, 
N. Y., retailer and nationally known specialist in corrective 
shoes, who sees in them a solution of the serious problems 
with which most shoe retailers are now faced. 

With so many young people in service or war work and 
with restrictions on materials and designs and high styles 
limited, he declares there is a chance to compensate for 
these present and impending losses. What is of more in- 
timate interest to all shoe merchants, he says that no village 
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is too small and no city too large for a store to add special 
feature shoes to its stock and make them pay—then tells 
how. 

“Just selling shoes is not enough of a basic foundation 
for a business that will stand the test of changing times,” 
said Mr. Pidgeon. “There must be a plus value of some 
kind—something in the merchandise or service that can be 
of special value to each customer. 

“In every community there is a real place for this type 
of shoe service. Not only that, but it is easier to develop 
through regular shoe stores which have established clien- 
teles. As necessary restrictions imposed by war bring 
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shrinking markets for regular lines, what is the sane and 
reasonable thing to do? I venture an answer that may 
offer a solution for many shoe stores: 

“Develop and increase activity on special feature shoes. 
By special feature shoes I mean shoes that are designed to 
do some special type of work for feet. This can fall into 
a number of categories, for instance: 

“A—Soft uppers for tender feet. Kid skins and very 
light calf. 

“B—Special patterns for foot joint abnormalities, such 
as bunions and crooked toes, with seams that relieve the 
pressure. 

“C—Shoes for arch troubles. There are many solutions, 
allowing a wide leeway for individual interpretation by each 
dealer. 

“D—Unusual size scales for different shoe fittings, with 
AAAAA to EE on a few basic shoes, also some AAAAAA 
and at least EEE on one shoe. AA and B are out on basic 
shoes. 

“E—Heel heights. 18/8 to 22/8 are not possible in com- 
fort shoes, but 8/8 to 16/8 offer a world of opportunity if 
lasts, patterns and uppers are snappy and proper. 

“F—Sole features. Cushion soles, flexible soles, non- 
burn insoles, insulated soles, damp-proofed soles, etc., have 
greac appeal. 


“G—Lasts that fit. This is one of the greatest assets any 
shoe store can have. It is a fact that every store has one, 
two or more lasts that fit; they ring the bell every time 
when other lasts fail. Why not-special feature them and 
give them the inside track instead of spending money on 
lasts that are always making trouble?” 

Mr. Pidgeon emphasized that the above list is only tenta- 
tive, intended to stimulate thought. There are many others 
that will occur to shoe men, such as service work shoes, 
Army and military types, shoes for crippled feet and cor- 
rect shoes for children. \ 

Where may such shoes be obtained? 

In many cases, the shoe manufacturer with whom many 
shoe merchants are now doing business has the very shoes 
in stock which are needed to embark upon specialization in 
special feattife shoes. If his plant happens to be near by, 
a large stock need not be carried by the store; they may be 
obtained promptly from in-stock departments, as needed. 

If a store is remote from a shoe factory which makes spe- 
cial feature shoes, then it must carry a larger stock in order 
to give service promptly. Some of the ideas expressed here 
are embodied in stocks which some stores now have. Now 
is the time to publicize them. 

“People are willing to pay and to pay well for a comfort 
feature—more than they are willing to pay for the non- 

[TURN TO PAGE 29, PLEASE] 


William Pidgeon, Corrective Footwear Specialist, Points 


Out Opportunity for Every Store to Penetrate a Market 


Not Affected by Restrictions and Loss of Some Customers 





Is it hard to drag yourself to 
morning? When you walk a few 
the muscles of your legs and feet 
this fatiqfue and pain may be t 
ill-fitting pair of shoes. One 
routes to recovery is'a trip 
After our expert fitters 
the cure may be found in « 
shoes. 


By C. A. LITTLE 
Preserver 





aa . 
2 pair of Arch Preserver shoes « 
found they brought them relief and com 
Home of Arch Preserver Shoes 


PIDGEON'S b¢ 





Advertisements used by 
Pidgeon’s in Rochester, 
N. Y., papers dwell less on 
the shoes than on what they 
will do for the feet. Head- 
lines say something of per- 
sonal interest to the reader. 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Consumers, Ain’t We All? 


So they have organized—the Council of Organized 
Consumers! This is supposed to be the national federa- 
tion of consumer groups of all kinds. It is supposed to 
preface a great consumer movement, organized—not by 
the unorganized consumers; but by professional agita- 
tors for an aroused consumer consciousness! It is 
amazing how many “old maiden aunts,” both male and 
female, can jump up on their feet with alacrity, spur- 
ring the club women and housewives in the battle against 
retail prices and mark-ups. 

Well, at the C. U. (Consumer’s Union) Conference, 
they set up a platform, unanimously endorsed by the 
delegates : 

“(1) Heavier taxation based on ability to pay. Closing up 
gaps in corporate and income taxes. Opposed: a na- 
tional sales tax, ‘which takes the most from those who 
have the least.” 

Price ce‘lings on all products. 

Immediate rationing of all necessities which are scarce 
or becoming scarce. 

Creation by OPA of a nationwide system of ‘volunteer 
price checkers’ to cooperate with Government checkers 
in policing price ceilings. 

Setting up and enforcement of quality standards for 
consumer goods. OPA to ‘use the powers it already has’ 
for this purpose. Grade labeling to be _ instituted 
wherever possible. : 
Introduction of ‘victory models’ of consumer products 
where materials and product‘on facilities are scarce. 
These models to conform to minimum standards cet up 


by the Government in a manner similar to the plan fol- 
lowed in England.” 


There you have it—C. U.’s priceless opportunity to 
marshal the might of the multitude. Woe unto retailing, 
implies C. U.; but alas and alack, for the agitators find 
no responsive stirrings on the part of one hundred 
thirty million consumers—ain’t we all! 

For 25 years now, they have been talking all kinds 
of consumer unions, leagues, clubs and nothing much 
has come of it. Furthermore, they sure picked the 
wrong time for rabble rousing. We, in shoes, have a 
pretty good feeling of the pulse of the American public. 
We vend an article that is used by every man, woman 
and child in America—the only common denominator 
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of apparel used. Certainly we should be in the vul- 
nerable spot, when you consider that shoes have within 
them complaints as to fit and wear, type and style— 
not to say price. We, above all other merchandisers, 
should be the kick center of C. U. complaint. 

But what has happened? We have lived to see the 
day when this great Common Sense Public comes into 
the store and says to the merchant: “Well, Bill, how are 
you makin’ out?” Because, believe it or not, the Amer- 
ican public has a great friend in the retailer and knows 
that that friendship is deeper than just commercial 
avarice for high profits, through skinning quality and 
all of the little pettinesses and cheapnesses that existed. 
in the days long since gone, when most shoes had all 
sorts of prices to the customer. 

We have reached the day and age when the universal 
business-like policy is one price to all—and the best 
article at the price and service gets the trade. The public 
is not so dumb as to snoop around with a suspicion in 
its mind, on every article vended. 

Remember, we are speaking in terms of shoes and 
the acceptance of the public of the services of the mer- 
chant at the point-of-sale. Maybe we are doubly for- 
tunate in having that personalized service in every pair. 

This too we do know, and have had examples of it in 
the last few months—the customer is conscious of the 
problems of the shoe retailer. The customer will carry 
a parcel home and will even return the boxes; the cus- 
tomer will buy more carefully and return more reluc- 
tantly. Actually the customer is strongly on the side 
of the retailer and in many cases wonders how the man 
is able to give so good an article at so reasonable a 
price. As John Guernsey puts it: “It is remarkable but 
true that after seven months of all-out war, the Amer- 
ican public has not yet had to go without anything.” 

No! C. U. and your concentration of consumer dis- 
trust. No, a thousand times NO. This is one period in 
economic history when the customer is not on the other 
side but is standing by his friendly merchant so that 
both, together, can be fit for freedom. 
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IRSAY BY LUCILLE FOOTWEAR CO 


is pony skin, chrome tanned like Kidskin for extra pliancy, smoothness, and 
good cutting surface. Strong, yet soft enough for a baby’s shoe, NOVILLA 
COLT, is practical and long wearing, can be used lined or unlined, for women’s, 


children’s and men’s slippers, play and leisure shoes. 


GOLDEN BROWN BURGUNDY BLUE 


STERLING DIViste 
cMlied Kid (‘ oimpany 


519: W. HUNTINGDON Se, 
PHILADELPHIA, PA. 
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MORE 
SIZES 


FEWER 
STYLES 


LARGER 
SALES 


Just How War Time Conditions Are Met in the Operation of a 
Store in a Relatively Small City Is Told by Morley Ankles, Proprie- 
tor of Morley's Foot Comfort Salon, Santa Monica, California. 


As the war effort in relation to the shoe retailer is seen by 
us, all stores have.just one major job—to keep the feet of 
the great Home Army in as good shape as possible. This 
all-important Home Army is composed of all the men and 
women of America who are not in the nation’s armed forces. 
Everything we as shoe retailers do must be fundamentally 
sound. 

Correct shoe fitting by experienced shoe fitters is the 
only approach to true foot comfort. This is not a case of 
selling shoes, but of fitting feet. 

How can the small man do this job as it should be done? 

Big stores in big towns and small stores in small towns 
are up against a common problem of having the correct size 
always available. Retailers may buy properly, but economic 
forces beyond their control affect the normal flow of wanted 
shoes. That problem has been solved in this store through 
a drastic curtailment of numbers carried, and although 
women are supposed to be hard to please, we have success- 
fully held our trade this year by having all sizes on just two 
basic shoes, one with a 12/8 heel and the other a 14/8 
heel. These “must” shoes are built on free-fitting lasts. 
Both are high lace oxfords, having short backs. 

Now there is keen competition in our field. Los Angeles 
is only 15 miles away, and there are a dozen earnest shoe- 
men in our own community who are interested in fitting 
properly. in spite of all this, our trade has been held and 
increased mainly through having all sizes at all times on 
the two described shoes. 
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A mechanic is only as good .as his tools. These two 
shoes, plus a good measuring device in the hands of a 
skilled shoe fitter, have built a remarkable business for us. 
Fully 90 per cent of our feminine trade will buy these shoes 
—not ‘only buy them, but recommend them to others. 


To balance that feundation business, the ten per cent re- 
maining comes from numbers having a staple fashion angle, 
but stocked in just the heart sizes. These shoes fulfil their 
mission as they considerably reduce the resistance of style- 
conscious customers. 

Basic shoes are always displayed and priced in the win- 
dows, for ours is not a price selling proposition but a series 
of fitting problems. This merchandising policy results in a 
very small percentage of walks (about one half of one per 
cent). 

Every salesman knows that fitting is his toughest job. 
When a patron says: “This shoe does not feel good,” there 
is absolutely no come-back. Small merchants can hope to 
keep in business and retain their trade only through quality 
merchandise sold in a quality way . . . the right shoe in 
the right size for the right purpose. 

Today’s public has more money to spend and fewer 
places in which to: spend it than ever before, and on every 
hand we learn that quality merchandise is getting first 
preference. People feel there is likelihood of a shoe short- 
age, so they are not so much interested in acquiring just 
a pair of shoes as they are in getting footwear which will 

[TURN TO PAGE 37, PLEASE] 
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For want of some oil c a machine is down, 


For want of a machine the operator iB is “down”, 


For want of his work production is down, 


“ZF 


For want of production worker and factory income 
SCR Pe 


is down ... And all for the want of some oil. 








Regular attention to proper lubrication is an 
important step toward freedom from factory 
tie-ups, more economical operation and vital 
today — protection and conservation of ma- 


CORRECT LUBRICATION 
REPAYS WITH... 


e Reduced wear and breakage 

e More continuous production 
hin parts. 

oe aay e Reduced power consumption 


To get the best results from lubrication, make e Smoother running machines 
it a systematic practice —and most important e Better work 

of all, use only specialized industrial lubricants 
especially suited for shoe machinery. 











Ask the “United” representative to help you 
determine the lubricants you need for the 
protection of the machinery in your factory. 


Ie TAKE GOOD CARE OF WHAT YOU HAVE 


Oil is Ammunition! Prop- 
erly used, lubricants will 
help manufacturers get 
the greater production 
and longer wear, so vitol 
in these critical times. 
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OTHER PEOPLE’S 


Encourage Customers to 
Know Their Leathers 


This will take a long time to work 
up, but you can get at it in odd 
moments this Summer and be all set 
for Fall. The germ of the idea is 
implicit in a-current display by the 
Bootery, New York City. The back- 
drop for the showing of alligator 
shoes is a window-high painting of the 
natural habitat of the animal. It’s 
impressive, educational, attention-get- 
ting. 

Your school system should be glad 
to co-operate with you in a contest 
with prizes for the best representa- 
tions of the flora and fauna associated 
with leathers which ultimately get into 
shoes. The museum, nature societies 
end parent education groups will co- 
operate, too. Give war bonds for 
prizes and also promise to use the 
backgrounds in subsequent window 
displays crediting the winner with his 
particular painting. Think of the 
publicity in local papers and maga- 


zines! 
* * * 


Sell Conservation 


“A stitch in time .. .” and the rest 
of it has been pretty much just a 
wise old saying to many people but 
as the war goes on, it is going to be- 
come increasingly a way of living for 
these same folks. Wise retailers are 
exploiting now, new and old, repair 
services. Do your customers know how 
you can help them to preserve, to 
renovate, to repair? Can you expand 
your shoe repair services to include 
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luggage, handbags, belts, gloves? 
Now’s the time to ready yourself for 
the revenue to be had from such ser- 
vices. May Company, Los Angeles, 
advertises its “Fix-It Services,” D. H. 
Holmes, New Orleans, urges people to 
“Make It Do for the Duration,” and 
F, & R. Lazarus Co., Columbus, Ohio, 
has a store-wide campaign built on 
the admonition, “Serve by Conserv- 
ing.” 
* * & 
To Hold Your Customers 


It’s more important now than ever 
before because of transit limitations 
to bind out-of-town customers closely 
to you with cordiality and a willing- 
ness to serve. One simple way is to 
set up a register with pen handy in 
an otherwise unused corher with a 
jumbo poster saying what Franklin 
Simon, New York City, recently took 
newspaper space to put over. 





IF YOUR NAME 
IS NOT ON 


OUR CUSTOMER'S LIST 


you may be missing many at- 
tractive buying opportunities at 
Franklin Simon. If you will 
give us your name and address, 
we will see that you receive 
mail announcements of private 
ssles and other value events 
planned for our regular cus- 
tomers. ; 


FRANKLIN SIMON 











IDEAS 


Test Their Hosiery 
Knowledge 


How aware are the women in your 
community that your department 
boasts a stocking section? How much 
grief are you experiencing from com- 
plaints about the looks of the new 
types of hosiery? You can make 
women conscious of your hosiery and 
also prove that the new stockings can- 
not readily be distinguished from the 
old with a-contest developed last 
month by Abraham & Straus, Brook- 
lyn. The store reported that over 
1400 people answered the invitation 
to vote “Which is Which? Which .is 
Rayon? Which is Silk? Which is 
Nylon?” Nobody answered 100 per 
cent correctly. The store reports that 
over 70 per cent were noi even half 
correct. Contestants were to name 10 
stockings on numbered leg forms 
placed on a ledge around the top of 
the stock shelves and so set to show 
the legs only, not the foot and well 
constructions. Balloters were five feet 
from the leg forms and were not 
permitted to touch them. You'll 
garner valuable word-of-mouth pub- 
licity besides a human interest story 
in your local newspaper. 


* + 


Back to the Backyard 


By now the “Back to your Back- 
yard” movement has spread pretty 
nearly over the whole country because 
ef the gas and rubber conservation 
movement. You can tie in with this 
trend by showing “Footwear for FUN 
For All the Family” in a simple scene. 
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Saks-34th, New York City, arranged 
hickory furniture in a nook, right in 
the department, with a trellis back- 
ground which served the dual purpose 
of providing a cheerful trim as well 
as a place on which to display shoes. 
Simulated greenery completed the set- 
up. 

If you’d like to be more elaborate 
about your scene, duplicate a_barbe- 
cue or weiner roast or a family play- 
ing at darts, badminton or croquet. 
Borrow the fixings from the nearest 
game shop in return for a credit line. 
Marshall Field & Co., Chicago, has 
been running a series on “backyard” 
summer-time suggestions while an- 
other Chicago store, Carson, Pirie. 
Scott calls its theme “You're Home- 
steading this Summer.” 

+ + a 


Price Ceilings vs. Quality 
Cellar 


If you’ve been casting about for a 
new and strong way to express your 
quality story, here’s an _ inspiring 
version from a recent Henry Morgan 
& Co., Montreal, advertisement: 

“There’s a ceiling for prices’ but no 
cellar for quality. All quality is not 
sound. It can be good quality, indiffer- 
ent quality or downright poor quality 
Quality can sink as low as a boulder in 
a quicksand. Its lowest level is deter- 
mined by public gullibility and the 
adroitness of the salesman to palm off 
something as ‘Just as good as the best’.” 
The statement ends on the note, “You are 
sure of the quality and it costs no more 


at Morgan’s.” 
* * 


January in July 

January in July? Well, why not, if 
it tells the story of your cool shoes 
just when people are burning from 
prolonged and more intensive use of 
their feet in the hottest months of the 
year! It’s simple. Haul out the ever- 
greens you used for last Christmas’ 
displays and dust them with bleached 
corn flakes or other snow-simulants. 
Get a good hoary effect on your 
greenery and spot pairs of shoes about 
the boughs with this window card: 
“Ice-cool support so comfortable you 
hardly know yeu have them on.” 
Bonwit Teller, New York City, used 
the theme for corsets, black satin 
dresses, ete. 

* + % 

How often do you lose a sale of eve- 
ning slippers because your customer 
is shopping in a sports outfit? You 
can help her visualize her evening 
self if you keep handy a rack of chif- 
fon squares in various shades. Simu- 
late the folds of a long dress—nearest 
in color to her evening gown—while 
she’s trying on the shoe she can’t 
quite decide upon and watch a wobbly 
sale turn into a sure-fire one! 
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Don’t Say “Substitutes” 

Have you instructed your 
salespeople not to use the word 
“substitutes” any more? The 
proper expression is “succes- 
sor materials.” 











Summer Display Idea 
If sales of Summer shoes are un- 
satisfying, why don’t you try a simple 


display idea developed by Stern’s, 


New York City? The store centered 
a seated mannequin in a full skirted 
play dress with appropriate footwear 
placed here, there and everywhere on 
its expanse. The intriguing card kept 
passersby agape. It said, 

“Eeny Meeny Miney Mo 

Which to choose I do not know 

Such SUPERB SHOES for every need 


| wish I were a centipede.” 


* * # 


For Autograph Fans 


If you would like to be the first in 
your community to do something en- 
tirely different and unexpected in a 
shoe store, invite a local celebrity or 
two to autograph books of war stamps 
and bonds bought in your department 
at specified hours. Lane Bryant, New 
York City, boosted bond and stamp 


sales this way recently. 


* aa * 


Keeping Shoes in 
Good Condition 


Here is a system for keeping one’s 


shoes in good condition that we 
picked up when visiting Jane Wyatt 
on the Hollywood RKO set where she 


is making “Army Surgeon.” ‘These 
tips can safely be relayed to your 
patrons for you can tell them that 
Jane said: “Shoes take a real beat- 
ing in any wardrobe, and leather 
today is as fine gold.” 

“Brush your shoes when you take 
them off,” she said, “particularly if 
they are suede. Keep one brush for 
dark shoes, another for light ones to 
avoid streaking them. Keep shoes on 
trees. 

“Pairs worn only now and then 
should be wrapped in paper, put 
away out of the dust. All shoes can 
do with an occasional professional 
cleaning, possibly each time they are 
taken to be repaired or heeled. In 
between, éare for them yourself. 
Saddle soap is still tops for many 
leathers, followed by a good cream or 
polish in the case of kidskin and 
calfskin leathers. 

“Satin or crepe can be cleaned 
with carbon tetrachloride—-a trick the 
RKO wardrobe mistress taught me, 
for she has hundreds of such shoes 
to keep in good condition. 

“Handbags are cared for much the 
same as shoes—brush the 
clean or wash the fabrics, treat the 
patents with vaseline. A whisk broom 
does wonders for the popular new 
broadcloth or cord bags.” 


suedes. 


+ + 7 
What Are YOU Saving? 

Our favorite story of the war is the 
one of the dear old lady who insisted 
on having her purchases wrapped 
because she was saving the paper for 
the government! Judging by the 
friends we've talked to, not to men- 
tion our own confused state of mind. 
this is hardly an exaggeration. 





B. F. Van Sickle, Inc., of Middletown, N. Y., had a pair of shoes and a sign frozen 
in a coke of ice, which was displayed in the doorway of the store on the Satur- 


day after the price ceilings became effective. 


The sign read “Prices Are 


Frozen," and the novel display attracted a lot of attention—while it lasted. 
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QBSERVING its 20th anniversary 
in Enid, Okla., the Newman Mer- 
cantile Company recently opened its 
new store on South Independence 
Street. The store is one of a num- 
ber operated by the Newman 
family, with others in the Mid-West 
and Southwest. 

The building is of steel construc- 
tion, and is one of the finest and 
most modern retail establishments 
in the state. It is long and low, with 
one story, a downstairs store and a 
balcony. The spacious floors pro- 
vide a clear view of the entire length 
and breadth of the store, and all de- 
partments face on the main aisle. 
The main floor aisles are of asphalt 
tile in red beige, matching prima 
vera mahogany bleached cases and 
counters. 

The women’s shoe department is 
located on the main floor toward 
the rear of the store, and to the 
right of the main’ aisle. The men’s 
shoe department, with its own en- 
trance on the north of the building, 
occupies the entire north side of 
the building, along with men’s fur- 
nishings and luggage. The men’s 
department is done in maroon, and 
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FAMILY TRADITION 


Maintained in New Store 


Twenty Years of Ethical Dealing Have Made Newman's of Enid, 

Okla., One of the Best Known and Best Liked Stores in That 

Community. it Is One of a Group of Stores Owned and Oper- 
ated by the Newman Family. 


the women’s in rose and blue. Walls 
of the departments are covered in 
leather, tufted for half of the dis- 
tance from floor to ceiling; the 
upper half is covered in wallpaper 
striped horizontally. All stock is 


Beyond the handbag display 
the shoe department should 


concealed behind the walls, thus in- 
creasing the attractiveness of the 
departments. 

The entire building has been air 


conditioned and  soundproofed. 
[TURN TO PAGE 37, PLEASE] 


can be seen the women’s shoe department at 
the left and the men’s on the right. The handbag de 
make for good business in both departments. 


$ proximity to 
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Feature Shoes Save Profits in Wartime 


[CONTINUED FROM PAGE 21] 


feature shoe,” said Mr. Pidgeon, re- 
counting his own experience in building 
a successful retail shoe business, pio- 
n-ering his way with corrective shoes. 
Early in his shoe retailing career he 
concluded that he wanted to do more 
than sell leather; he wanted to offer 
shoes meeting the exact requirements 
of each client. The opportunity to carry 
out his idea came more than 20 years 
ago when he saw an advertisement in 
BooT AND SHOE REcoRDER, describing 
a line of shoes that he wanted. 

He wrote to the firm asking for a 
representative to call and this marked 
the beginning of a relationship that 
still continues. Also, this was one of 
the best paying ads in history. It 
brought shoe sales totaling $1,000,000 
to the Pidgeon store alone during the 
score of years since its appearance. 

Is special trajning required to sell 
special feature shoes? 

Any man or woman in the retail shoe 
business can sell them, replies Mr. 
Pidgeon, for the reason that the manu- 
facturer has ample material with which 
to back him up in the enterprise; to 
start him on the right course and aid 
in his development. 

The Pidgeon store brings new cus- 
tomers in through advertising in news- 
papers and on the radio. The budget 
for this purpose varies — depending 
upon conditions and opportunities for 
special sales. Headlines for newspaper 
ads must attract attention and say 
something of personal interest to the 
reader, inducing him or her to read on. 
One of the most successful headlines, 
which is also a slogan, was “If you take 
the pains to come in, we'll help the 
pains go out.” Other good headlines 
have been: 

“Shoes that grip feet like a vise”— 
“When the shoe pinches”—“ ‘Shopping 
feet’ arches”—“Do fiery nerves plague 
your feet?”—“Feel like you’re walking 
on eggs?” — “Are you bothered with 
‘kitchen feet’?”—“Aching feet destroy 
benefits of rest”—“Fall down of arches 
may be the cause of your downfall on 
the job”—“Dragging feet will drag you 
down,” 

Here is a typical advertising mes- 
sage: 

“When your feet are sore you only 
aggravate the condition by neglect. It 
may lead to serious, incurable trouble. 
At Pidgeon’s we have helped restore 
vitality and comfort to foot sufferers 
without sacrificing style. Even a good 
shoe, poorly fitted, will hamper easy 
walking. . . . In our line of shoes are 
features designed to overcome the nor- 
mal handicaps of ordinary shoes.” 

Always there is assurance of extra 
value for the purchaser. Since the 
Pidgeon business is built around the 
personality of its owner, his picture is 
generally used in its newspaper adver- 
tising. 
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The radio advertising contains quota- 
tions from testimonial letters sent vol- 
untarily to the store, telling what the 
shoes had accomplished in comfort for 
the wearer. 

What is most important is the fact 
that every customer who is attracted 
to the store and is satisfied generally 
becomes a life customer. He knows 
where he can get the something 
he needs in shoes and is willing to 
for it. 


That is why many persons who be- ° 


gan buying shoes there 20 years ago, 
when special feature shoes were intro- 
duced, still buy regularly—forming the 
basic foundation of a business that 
endures through prosperity and depres- 
sion, peacetime and war. 

“Every experience can have some 
value, if we can only see and use it,” 
said Mr. Pidgeon. “Out of my own ex- 
perience I can see how this world crisis 
can bring a great opportunity to other 
shoe retailers—if. they will use it. The 
curtailment of production, restrictions 
on materials and designs of shoes ought 
to make it clear. 

“To add special feature shoes will 
permit many retail shoe stores to sur- 
vive through the travail of war while 
building an enduring business that will 
be even better through the coming years 
of peace. Because there will always be 
need for special feature shoes—as long 
as lasts are perfect pairs, while feet are 
not.” 


Suburban Business Built 
On Confidence 


[CONTINUED FROM PAGE 14] 


luxuriously carpeted throughout, with 
a number of indirectly-lit showcases 
and 100 comfortable plush seats. Light- 
ing throughout the store is soft but 
completely adequate. 

The full-time staff numbers an even 
dozen, with as many as 15 people on 
hand on Saturdays and sale days. 

Aside from the more intimate contact 
between clerks and customers, there is 
little difference between operation of 
this store and those in the center of 
Washington. Service is up to the same 
high standard, and buying habits of the 
customers are similar. They want the 
same quality merchandise sold in the 
downtown stores and are willing to pay 
for it. Except for the larger volume in 
children’s shoes there is little difference 
in the sales proportions on all lines. 
Sportswear for both men and women, 
including sports hose, is, of course, a 
heavy line in Arlington. 

Business is good for Hahn’s in Ar- 
lington. It began in high because the 
public had confidence in Hahn’s, and it 
remains good because the new store 
justifies and increases this confidence. 











CASH IN 
ON YOUR ABILITY 


You can earn more money under 
the Health Spot Shoe Shop 
profit-sharing plan. 


Men in Health Spot Shoe Shops 
all over the country are enjoy- 
ing well-paying jobs, drawing a 
regular salary and good-sized 
profit checks. 


Men with experience and the 
ability to sell and make friends 
are enjoying a rare opportunity 
to earn according to the indi- 
vidual effort they put behind 
their work. 


The harder a man works to 
boost the store’s volume, the 
higher also does he boost his in- 
come. He alone controls his 
earning power under a plan 
which gives him a liberal share 
of the store’s profits. 

All that he must put into it is 
his own effort and ability. No 
investment is required or ex- 
pected. He has none of the re- 
sponsibilities of owning the busi- 
ness, yet he shares in the 
profits! 


Mr. E. Auer 


MANAGER 


HEALTH SPOT SHOE SHOP 
22 N. ROBINSON 
OKLAHOMA CITY, OKLAHOMA 


- 
Mr. Auer is enjoying a tremen- 
dous success in Oklahoma City, 
by putting a conscientious effort 
into his work. 


There are many opportunities 
for men to operate Health Spot 
Shoe Shops. Application blank 
will be sent on request. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











There IssBEAUTY in Shoes 


HILE this beauty is readily apparent to the 
W experienced shoe man, it must be carefully 
staged to influence the untrained eye of the shopper. 
The striking pearlescent and plain color effects in 
which Plain Toe, Tu-Toe or Twinkle Toe Fairy 
Forms are available, are ideal for displaying the 
beauty of shoe design. Write us for catalog. 


SHOE FORM CO. Inc. AUBURN, N. Y. 





Let’s Take a Look at Fall 


[CONTINUED FROM PAGE 17] 


cases have attempted to follow the 
WPB recommendation to save on leath- 
er through the use of the imitation 
stitched tip and quarter foxing. The 
new treatment takes a close look to 
tell the difference from the real thing. 

There is a predominance of the 
straight tip patterns both with the 
overlay and with the imitation stitched 
tip. The reason for the continuance 
of the overlay tip is that it uses less 
leather than the wing pattern and is 
thereby considered still within the 
range of present WPB thinking. Here, 
too, however, a saving on leather has 
been made through the use of an imita- 
tion quarter foxing or by the elimina- 
tion of this feature entirely. 

First in line for Fall promotion are 
the plain toe patterns and the mocassin 
types. Very little change is evident 
in these styles over last season except 
for the absence of rubber soles and 
unnoticeable leather-sqving treatments. 

Soles still appear heavy but since 
the elimination of double soles, this 
look has been gained through the use 
of heavy or double welts or by the in- 
sertion of a composition middle sole. 

All in all, Fall shoes present an in- 
teresting picture and if looks have any- 
thing to do with it, are just as salable 
as they have ever been, considering 
present conditions. 

As more and more cars are forced 
off the road because of tire and gaso- 
line shortages, a degree of foot con- 
sciousness perhaps never before experi- 
enced will come into being as America 
takes to its feet. Along these lines, 
fit and comfort will become an increas- 
ingly important factor in shoe promo- 
tion. 

For a long time now we have talked 
style—season in and season out. Per- 
haps this factor in men’s shoe promo- 
tions has been over-emphasized with 
too little attention paid to the basic 
principles of fit and comfort. These, 
after all, are important and determin- 
ing factors in good shoes and in bring- 
ing customers back to the store. 


Buffalo Fall Shoe Show 
July 19-20 


BuFFALO, N. Y.—The 1942 Annual 
Fall Shoe Show, sponsored by the 
Affiliated Shoe Trades, will open at 
Hotel Statler, Sunday, July 19th, and 
continue through Monday, July 20th. 
The exhibit will attract several hundred 
Buffalo district shoe buyers. Many are 
expected from Canada. The largest 
show of its type in New York State 
outside of New York City, the exhibit 
will take in the third floor of the 
hotel. More than 30 lines will be on 
display. Louis Rubin is chairman, and 
is assisted by Edward Krug and Robert 
Leighton. 


Boot and Shoe Recorder 





avr = 


a a te a 


THIS WEEK IN T 


*NATIONAL NEWS*® 


SHOE 


wITIYS 


TRADE 


Urged to Lengthen the Life of Shoes 


National Leather & Shoe Finders’ Association Advised by 
A. J. Spring of WPB to Save Shoes in Use 
by Good Repair Jobs 


CHICAGO, ILL.—The nation’s shoe re- 
pairers, who like the nation’s shoe re- 
tailers and manufacturers have found a 
marked increase demand for their 
services and products, have been called 
on for a marshalling of skill in help- 
ing make shoes last longer and in help- 
ing to conserve existing and future 
supplies of new materials. Wartime 
problems facing shoe repairers were the 
theme of the National Leather and Shoe 
Finders’ Association convention held in 
Chicago, June 29 to July 2. 

With shoe repairmen in an excellent 
position to help support the govern- 
ment’s conservation program, delegates 
in attendance at the convention were 
advised by A. J. Spring of the Leather 
and Shoe Section, War Production 
Board, that during the coming months 
it will be a question of how well they 
can do repair jobs and not how many. 
He stated that after military needs are 
taken care of, “America totally at 
work will also need to be well shod with 
well applied repair jobs on well con- 
structed shoes. Quality jobs put on 
necessary shoes will add to the life of 
the shoes and will help to conserve 
leather.” ; 

However, he pointed out, shoe repair- 
men are at the same time faced with 
increasing shortages of supplies and 
are experiencing considerable difficulty 
in securing sole leather for repairs, due 
to lend-lease requirements and because 
of the demand of Army shoe repair 
shops. 

It was pointed out that people in re- 
cent months have‘ been having shoes 
repaired ahead just as they have bought 
shoes ahead, a factor which brought the 
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Dates to Remember 


Second Annual Baltimore Shoe 
Fair, Lord Baltimore Hotel, Bal- 
timore, Md. July 12, 13, 14, 1942 

Fall Shoe Show, Buffalo Affiliated 
Shoe Trades, Hotel Statler, Buf- 
falo, N. Y. July 19, 20, 1942 

Monthly Shoe Show, Shoe Travel- 
ers’ Association of Chicago, Mor- 
rison Hotel, Chicago, Ill. 

July 27, 28, 1942 

Annual Outing. Greater Buffalo 
Shoe Retailers’ Association, 
Lamm Post, Williamsville, N. Y. 

August 19, 1942 

National Shoe Fair, Hotel Stevens, 
Chicago, Hlinois. 

November 2, 3. 4, 5, 1942 

Michigan Annual Shoe Fair, De- 
troit, Michigan. 

November 8, 9, 10, 1942 





demand for leather to a possible all- 
time peak. As pointed out by Mr. 
Spring, this occurred at the same time 
that shoe production had increased, 
military procurements were up and re- 
quirements for lend-lease were doubled. 
He stated that 18 per cent more sole 
leather was shipped to finders in 1941 
than in 1940. 

He advised the suppliers to the shoe 
repair trade to urge repairs of as many 
shoes out of materials available as a 
country at war is going to need, and 
that there are enough hides in tanner- 
ies and finished leather coming through 
to cover needs in shoe repairs. They 
were advised that production of plates 

[TURN TO FAGE 40, PLEASE] 


-million new jobs 
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New England Merchants 
Expect Fall Increase 


Boston, Mass. — Shoe retailers 
throughout New England are looking 
forward to a spurt in sales this Fall as 
the result of the tremendous increase 
in employment as reported recently by 
Arthur C. Gernes, regional director of 
the U. S. Employment Service and re- 
leased by the New England Council. 
The war production program, it is an- 
nounced, has been responsible for the 
creation of more than two-thirds of a 
in the industrial 
Northeast since June of last year; total 
employment is now well above 3,700,- 
000; and 250,000 more will be needed 
before the end of this year. “Early in 
1943,” said Mr. Gernes, “we expect to 
reach the end of our unemployed re- 
serve and may be forced to draw heavi- 
ly on the reserve of women not at 
present in the labor market.” 

Labor reserves already are exhausted 
in parts of Massachusetts, Connecticut, 
Maine and New Hampshire, Rhode 
Island and eastern Massachusetts still 
have a reserve on which to draw. 

Judging by the results of increased 
buying power to date, there will be an 
Autumn increase in the demand for all 
types of available footwear, with em- 
phasis on sturdy types for women who 
go into industry; and on work shoes 
for men. Hand in hand with this will 
come an increase in demand for casual 
types and other styles in the luxury 
class. The demand for better quality 
shoes may be expected to continue un- 
abated. 


Shoe Store Manager in Army 

PITTSBURGH, Pa.—Julius Schwartz, 
manager of the Edna Jean Shoe Store 
on Frankstown Avenue, here, has been 
inducted into the Army. Pvt. Schwartz 
is now stationed at Fort Eustis, Vir- 
ginia. 





‘ WPB to Control Domestic Hides and Skins 





Tanners of Cattle and Buffalo Hides, Calf and Kip Skins 
Must Obtain Permission to Purchase Raw Stock 
and State Use of Leather 


WASHINGTON, D. C.—The War Pro- 
duction Board on July 8rd took control 
of the nation’s entire supply of domestic 
cattle hides, calf and kip skins, and buf- 
falo hides. The hides will be allocated 
equitably among tanners to increase the 
production of leather of suitable quality 
for military purposes, and to direct cer- 
tain grades of hides, which heretofore 
have been diverted to leather for non- 
essential purposes, into leather for es- 
sential civilian use. 

Any available hides not suitable for 
military use or for such essential civil- 
ian use as industrial belting and shoes 
will be available for less esential prod- 
ucts. These include such items as 
luggage, upholstery, and garments. At 
present, domestic production and im- 
ports of hides are adequate to meet both 
military and essential civilian needs. 
The situation, however, is subject to 
change at any time, because foreign 
sources may be reduced either by 
enemy activity, or by the shipping 
shortage. 

Cattle and buffalo hides normally are 
used chiefly in the production of so- 
called heavy leathers, such as sole, 
belting, mechanical, harness, and up- 
holstery. Calf and kip skins are used 
largely in shoe upper leathers. A kip 
is the skin of a yearling calf. 

Restrictions of today’s order relate 
chiefly to tanners although meat pack- 
ers, importers, and dealers are required 
to file specified reports on the disposi- 
tion of the hides they handle each 
month. Imported cattle hides and calf 
and kip skins already are allocated 
under the General Imports Order M-63. 

Any tanner will be allotted a suffi- 
cient amount of hides to fill orders for 
leather for the Army, Navy, Martime 
Commission, Panama Canal, the Coast 
and Geodetic Survey, the Coast Guard, 
the Civil Aeronautics Authority, the 
National Advisory Commission for 
Aeronautics, the Office of Scientific Re- 
search and Development, and Lend- 
Lease. 

To the extent permitted by the re- 
maining available supply of hides, the 
allocation to any tanner will be so far 
as possible an amount equal to his pro- 
portion of the total number of hides 
put into process in the United States 
during the year ended June 30, 1941. 

The order restricts the amount of 
hides a tanner may acquire by requir- 
ing the tanner to obtain permission 
from WPB to purchase hides. He must 
state in his application for such per- 
mission the quantities, classes, selec- 
tion, and weights of hides he desires, 
and the types of leather or other prod- 
ucts he proposes to produce from such 
hides. He also must state any substj- 
tutable grades of hides so than in event 
the hides he requests cannot be sup- 
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plied, he may be able to obtain other 
suitable types. Applications must be 
filed on Form PD-569 and 569A. 

A tanner may not tan any hides for 
any purpose other than for leather to 
be used in the products stated in his 
application for authority to purchase 
hides, unless the hides he obtains are 
found to be unsuitable for such por- 
poses by a qualified expert. 

Any tanner who, in the past three 
years or during the operation of this 
order has processed more than 100 
cattle hides or calf or kip skins in any 
month, must report to WPB also on 
Forms PD-569 and 569A his monthly 
productions, sales, shipments and the 
amount of hides he has in his posses- 
sion, in transit, and on contract at the 
end of each month. 

Any meat packer or other person 
who, in the same period, has taken off 
500 cattle hides or 200 calf or kip 
skins during any month, must file a 
similar report on his monthly take-off 
of hides on Forms PD-569C and 569D. 

Likewise, any dealer, importer, or 
collector who acquired the same num- 
ber of hides in the same period, must 
file such a report on his monthly hide 
purchases. The first of these reports 
is due on July 10. 

In 1941, the supply of domestic and 
foreign cattle hides, calf and kip skins, 
and buffalo hides totaled about 26,- 
500,000 hides. In 1942, the supply is 


expected to drop to about 24,000,000 
hides, and perhaps considerably below 
that amount because of the shipping 
shortage. Consequently, it is deemed 
necessary to control the supply of hides 
to prevent a potential shortage of 
leather for military and civilian pur- 


poses. 


New Nuyens Shop 
Reports Good Business 


New York — Mrs. Nancy Nuyens, 
formerly - buyer of women’s shoes for 
R. H. Macy & Company, here, and. more 
recently with Coward Shoe Company, 
reports a gratifying volume of business 
at’ the new store which she opened re- 
cently at 38 West 57th Street, under 
the name of Nancy Nuyens, Inc. The 
store is attractively designed and fur- 
nished in the salon manner with little 
about it to suggest the ordinary shoe 
store. It is in a neighborhocd of ex- 
clusive shops. 

Mrs. Nuyens has some interesting 
ideas for promotion of the store’s mer- 
chandise which she plans to use shortly. 
Conformal shoes are the featured line. 


Enters Officers’ 
Training School 


RIcHMOND, VA. — Geoffrey Swaebe, 
divisional merchandise manager of 
Thalheimer Brothers, here, has entered 
the Fort George Meade School for 
training prior to being commissioned in 
the Post Exchange. Mr. Swaebe’s duties 
will be absorbed by other divisional mer- 
chandise managers in the store; no one 
will be appointed in his place. 





Stock Arrangement Provides for Privacy 


Palm Beach, Fia.—The interior arraagement of stock in the Richards Shoe 
segregates men's shoes and places them in a semi-private section. This Is 
by means of a wal! near the front entrance which balances the hose, jewelry 
nd bag section counter on the opposite side of the room. Through the aisle thus 


formed women 


proceed te the rear where women's footwear is shown. 


customers 
coler scheme of green and iridescent plum hes been used in the interior. This 
up with a coral eS ee ee ee, ae while the 


re reer of the shop is semi-circsler, 
fitted wth built-in upholstered seats 


curving along the well. 
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Flies “Minute Man” Flag 
HOLLAND, MicH. — Holland-Racine 
Shoes, Inc., here, was permitted to fly 
the Treasury Department’s “Minute 
Man” flag recently, since 90 per cent of 
the company’s employees are purchas- 
ing war savings bonds under the Trea- 
sury’s payroll allotment plan. Im- 
pressive ceremonies were held, and 
Peter Kromann, comptroller, announced 
that 224 bonds were ready for’ distribu- 
tion among local employees. This is 
the largest number to be issued to any 
one industrial group in Holland and 
represent a total of 374 for the local 


plant and 652 for the Holland and 


Racine plants of the company. 

The “Minute Man” flag was present- 
ed to Carl C. Andreasen, general man- 
ager and secretary of the company. 
Presentation was made by Lieut. Comdr. 
Harry Kipke, U. S. N. R. aviation cadet 
selection board, Detroit. 


M. J. Kelly 


CARROLL, Iowa—M. J. Kelly, shoe 
retailer who for forty-five years was in 
business here, died recently of a heart 
attack. He had been ill for four years. 

Mr. Kelly worked in a shoe store in 
Denison, Iowa, in 1891 and 1892, and 
in the latter year went into the shoe 
business with his brother, Thomas, in 
Denison.. In 1896 Mr. Kelly and his 
brother opened a shoe store in Carroll, 
and three years later Mr. Kelly became 
sole owner. As his sons graduated 
from school, they joined him in the 
business. His oldest son, Louis J., is 
owner and proprietor of the Kelly Shoe 
Store; Clayton J., the second son, owns 
and operates the shoe store in Rock- 
well City; his son-in-law, Otmar J. 
Bernholtz, owns the Economy Shoe 
Store in Carroll. 

Survivors are his widow, three sons, 
one daughter, two grandsons, four 
sisters and one brother. 


Donates Boot to Scrap 
Rubber Drive 


BAYONNE, N. J.—Abe Sachs of Sachs’ 
Juvenile Shoe Shop, here, donated a 
huge rubber boot to the Boy Scouts of 
Troop 13 for inclusion in the scrap 
rubber drive recently. The boot is four 
feet- high and weighs sixty pounds. 

The boot had been in the Sachs 
family for 51 years. Forty years ago 
it was suspended over the doorway of 
the shoe store opened then by David 
Sachs, father of the present proprietor. 


W. D. Jenkins Retires 


Boston, Mass. — The local office of 
the American Thread Company an- 
nounces the retirement of William D. 
Jenkins, who has covered the states of 
Maine and New Hampshire for more 
than 15 years. He will be succeeded by 
Charles P. Lauman, formerly sales man- 
ager for New England of the same 
company. 
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- « « FOR WOMEN ON DUTY 


In accord with the countrywide demand for war shoes, 
we've designed "DUTY BOUND" ... our newest Hollywood 
ling style, made of soft elkskin with 
ema . Comfort! 
wn and bright colors. Retail at $4.00. Salesmen in 


Narrow heels! Army 


VOGUE SHOES, INC. 


1722 E. 7th, Los Angeles, California 
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Harry B. Johansen Now 
Major in Air Corps 

Sr. Louis—Harry B. Johansen has 
been promoted to Major in the United 
States Army Air Corps, Ferrying Com- 
mand, and he is Deputy Commander of 
one of the ferrying groups at an Army 
Air Base. 

Mr. Johansen is 32 years old and is 
the son of Harry G. Johansen, the pres- 
ident of Johansen Bros. Shoe Co., Inc. 
Mr. Johansen formerly resided at 2 
Appletree Lane, Ladue Village, St. 
Louis County. He joined the regular 


Army in December of 1940, and at that 
time was a second lieutenant. 


To Attend U. S. Rubber 


Defense Training School 


GREENSBORO, N. C.—W. G. Manning, 
who has been sales representative for 
the United States Rubber Company in 
the western North Carolina territory, 
has left to attend the defense training 
school being conducted by that company 
in Naugatuck, Conn. After completing 
an eight-weeks course there, Mr. Mann- 
ing will be assigned for the duration 
of the war to one of the U. S. Rubber 
defense plants. In the meantime, his 
territory will be covered by J. F. 
Thompson, now eastern North Carolina 
sales representative. 


Celebrate 40th Anniversary 


LANCASTER, O.—W. E. Joos Company 
celebrated the 40th anniversary of its 
founding, recently. The store is the 
oldest shoe retailing establishment in 
Lancaster. 

The business was begun in 1902 by 
W. E. Joos and William A. Quick. In 
1908 Mr. Joos bought Mr. Quick’s in- 
terest and was active in the operation 
of the business until his death in 1931. 
His son, Clarence, and Walter Wolfe, 
who owned the shoe department at 
Hammond’s Clothing Store, then formed 
a partnership and continued the busi- 
ness. The store places special em- 
phasis on fitting, particularly with ref- 
erence to children’s shoes and corrective 
types for adults. 

Special prices on Summer footwear 
were offered in observance of the 
store’s anniversary. 


W. W. Woods a Major 


Syracuse, N. Y.—W. W. Woods, who 
was formerly a traveling shoe sales- 
man for the A. E. Nettleton Co., in the 
New York City area, is now a major 
in the United States Army, stationed at 
present in Camp Bowie, Tex. 

Thirty employes of the company are 
now in the armed service of the country. 
One of them, Phillip Mura, appears on 
its honor roll as “killed while on duty.” 
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QUALITY 
WOMEN'S SHOE JOBS 


FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St., New York €ity 
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Children's Shoes 
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The C. A. Haines | 
Shoes for Children | 


tN STOCK 


A White Elk 
UPERIOR SHOE CO., Mfrs. 
£98 S. Peoria St. Chicago 
puunuaeete: 8. - 5 a 
25) W. Jefferson St, 119-121 E. Columbia tt: 
Detroit Fort Wayne, Indiana 
. Los Angeles, Cal. 


——__—__—_—_ | 


International Statement Issued 


St. Louis, Mo. — International Shoe 
Company issued its financial statement 
for the six months ended May 31, 1942, 
recently showing a net income of $3,- 
631,535, compared with $2,750,812 for 
the same period a year ago. In his mes- 
sage to the company’s stockholders, 
Byron A. Gray, president, stated: 

“Earnings were $1.08 per share for 
the six months compared with 82 cents 
for the first half of 1941. 

“Net sales for the period amounted 
to $71,618,682 against $51,997,538 for 
the first half of 1941. Subsidiary plants 
produced materials amounting to $35,- 
403,680, which, combined with our sales, 
made a total business transacted of 
$107,022,362. 

“The company’s volume during the 
first six months of this fiscal year ex- 
ceeded that attained during the first 
half of any year in the company’s histo- 
ry, whether measured by dollar sales, 
pairs of shoes shipped, or pairs of shoes 
produced. 

“War work takes precedence over 
everything else and our production of 
military shoes for the United States 
Government has been steadily increas- 


34 


Concentrated Promotion Plan Successful 


Group of salespeople who participated in the sales contest at Hecht Brothers 
store, New York. Left to right, frent row: Emma Biattner, Celia Brown, Lee 
Braunstein, Selma Allison. Second row: Sam Berg, Leonard Goldberg, Dave Man- 
dell, Morris Goodman. Third row: Jack Brenner, Leo Waldman, Robert Edward 
Golden, buyer; Alan Harquail, representative, United States Rubber Co. 


New York — The successful promo- 
tion of a line of play shoes, from their 
reception into the store in the dead of 
Winter to their final enthusiastic ac- 
ceptance by the consuming public, is a 
tale worth the telling. The store in the 
case was Hecht Brothers, large 14th 
Street department store, here. 

The shoes were received in January, 
at the request of Robert Edward 
Golden, buyer af the shoe department. 
The manufacturer’s representative was 
called in to acquaint the salespeople 
with the selling features of the line. 
Not only was the history of the shoes 
traced from the plantation to the deal- 
er’s shelves, but sample pairs were cut 
open and the construction studied. In 
addition, a sales contest was started 
among the members of the selling staff. 

After seizure of the Dutch East 
Indies and the cutting off of the supply 
of raw materials which went into these 
play shoes, another meeting of the 
group was held in order to explain the 


changes necessitated by this turn of 
events, and a second contest was in- 
augurated. | 

In April, the store began featuring 
the shoes in its direct mail broadsides, 
and they appeared in those sent out in 
April, May and June. The sportswear 
department came in for its share of co- 
operation by tying up play shoes with 
sport clothes. The store interior was 
dotted with tables of the shoes at stra- 
tegic points. Store windows displayed 
the shoes prominently from January 
right through the season. 

The result of this concentrated pro- 
motion—sales of these shoes have been 
steady, notwithstanding war conditions 
which might have made volume sales 
difficult. Prizes were recently awarded 
to the winners of the sales contests. 
The promotion was a feather in the cap 
of Mr. Golden and his staff, as well as 
that of Miss Martell, buyer of the 
sportswear department. 





ing — the present rate being approxi- 
mately three times that of a year ago.” 

Net sales for the period were 37 per 
cent higher than those for the corre- 
sponding period a year ago. Net sales 
of civilian shoes were 26 per cent ahead 
of the same period. 


Enlists in Coast Guard 

BROOKLYN, N. Y.—Stephen Altschul, 
vice-president and secretary of Julius 
Altschul, Inc., children’s shoe manufac- 
turers here, has enlisted in the United 
States Coast Guard as a petty officer 
for the duration. 
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Put Color into Polish Merchandising 


The vanity polish display at Stix, 


brightly colored cellophane. Standard polishes are kept on the second 


Sr. Louis, Mo.—By the simple act of 
putting a little color and showmanship 
into the merchandising of shoe polish, 
the women’s shoe department of the 
Stix, Baer, Fuller department store, 
here, has been selling at least one, and 
sometimes two, bottles of polish to 30 
per cent of all customers buying shoes. 

Al Pauly, women’s shoe buyer, has 
taken three steps to add the sale of 
polish to that of shoes the customer 
purchases. The first was to consoli- 
date all stocks on a masonite vanity at 
the rear center of the department—for- 
merly used for boudoir window dis- 
plays, ete. On this piece of furniture, 
with six drawers on either side, and 
three shelves in the center, fifteen 
colors and varieties of polish are kept, 
complete with displays of sponges, shoe 
horns, applicators, brushes, powder 
bags, and complete kits. An inventory 
of $100 in polishes and materials 
appears here. 

Color was applied by wrapping each 
jar of polish in brightly colored cello- 
phane, and including an applicator 
sponge at the top of the jar. Using 


Boer & Fuller. Jars of polish are wrapped in 


shelf. 


yellow, green, blue, red, brown, white, 
and other colors, the display has eye- 
appeal, and it is an easier job to sell 
better-priced polish to customers. 
“We're selling customers. who buy 
colored shoes on the idea that they need 
as much, if not more color, than 
standard brown and black shoes,” Mr. 
Pauly said, “and we have found that 
a lot of women did not know there was 
such a thing as a blue or green polish. 
When we put them in the cellophane 
wrapers, which match the color of the 
shoe for which the polish is intended, it 
is a lot easier to make them under- 
stand.” 

All salesmen in the department are 
paid a P.M. on polish sales. With its 
central location and bright colors mak- 
ing it difficult to overlook, salesmen 
carefully match up the proper polish 
with each pair of shoes they sell, and 
spend an extra minute or so in exhibit- 
ing it to the customer. Mr. Pauly is 
convinced that this system will work 
equally well in Winter, and pians to 
continue the display all through the 
year. 





They “Keep ’Em Rolling” 

HOLLYwoop, CALIF.—Shoe ~© stores 
here, although in the defense area, are 
doing their bit in “keeping ’em rolling.” 
Out of the many various firms in this 
section, Mandel’s Shoe Store of which 
L. Lewin is manager, was one of the 
first to merit and receive the blue flag 
indicating a 90 per cent enrollment 
under -the Payroll Allotment Plan. In 
the shoe division itself, this store was 
one of the very first to make a showing. 
During the 15-minute “whiteout” of 
July ist, Mandel’s made a favorable 
showing in the sale of War Stamps and 
Bonds. “Sale of War Stamps and 
Bonds is now an integral part of our 
daily business,” reports Mr. Lewin. 
1942 
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Tribute to Henry W. Cook 


~ Syracuse, N. Y.—On the walls of the 
building of the Syracuse Boys’ Club is 
a bronze plaque which pays this fine 
tribute to Henry W. Cook, president of 
the A. E. Nettleton Company, shoe man- 
ufacturers, who was head of the club 
for a quarter of a century: 

“Erected in honor of Henry W. Cook, 
outstanding citizen of Syracuse, who 
served as president of the Syracuse 
Boys’ Club from July, 1912, to June, 
1988. Through his vision, leadership 
and devotion, the club, growing from a 
membership of 382 to 2355 boys, became 
a vital source of guidance and inspira- 
tion for citizenship and an ever ex- 
panding infiuence for good in the 
community. 


Accepted in 20-Year 
Service Club 


BELoIt, Wis.—Twenty-two employes 
of the Freeman Shoe Corp., were wel- 
comed into the company’s “20 Year 
Service Club” at a banquet at the Beloit 
Country Club recently, held in observ- 
ance of the firm’s twenty-first anni- 
versary. Each of the new members of 
the veteran’s club was presented with 
a Freeman gold emblem with diamond 
setting by H. C. Freeman, first vice- 
president of the firm, while R. E. Free- 
man, president, gave each new member 
a $100 bill. 

The new members are Max Carroll, 
Gertrude Fiebke, Harvey Cary, Louise 
Rau, Martha Nash, Anna Benson, Mil- 
dred Tolmie, Signa Helm, Dorothy 
Balderson, Joe Matson, William Mc- 
Lellan, Russell Gower, Russell Abel- 
man, Joe Van Landeghem, Yostis 
Hamil, Emma Johnson, James McLain, 
Robert Gaines, Lewis Wilke, Ed Hoppe, 
Ruben Wall and W. O. Rice, Nebraska 
salesman, who was the only one of the 
group not attending the banquet. 

These new members of the club, to- 
gether with the 29 who celebrated 20th 
anniversaries a year ago, represent 
more than a thousand years of service 
with the company. All of the 20-year 
men and women of a year ago except 
Charles Craney, New York salesman, 
were present. 


Joins OPA as Price Specialist 


BALTIMORE, Mp.—David J. Westlund, 
buyer of women’s and children’s shoes 
at Stewart & Company, here, has re- 
signed to join the Office of Price Ad- 
ministration in the Maryland office. 
Mr. Westlund will act as a business 
price specialist. 


Commissioned Lieutenant 


Commander 


BINGHAMPTON, N. Y.—Dr. Goode E 
Cheatham, who organized and was for 
the past eleven years with the Endi- 
cott Johnson Ideal Fospital at Endi- 
cott, has been commissioned a liev- 
tenant commander in the United States 
Navy and will report at the Naval 
Hospital shortly. 

During the first World War he 
served in the Marines. Taking up the 
study of medicine later, he was grad- 
uated from New York University, then 
completed advanced work at the Uni- 
versity of Michigan, New York Post 
Graduate Medical School and Millard 
Fillmore Hospital, Buffalo. 


Joins Treadeasy Store 


RocHester, N. Y.—Howard J. Van 
Arsdale, long active in retail shore mer- 
chandising here, who was for the past 
two years associated with the Sander- 
son Health Shoe Shop in Franklin 
Street, is now with the Treadeasy 
store here, of which Neil Colvin is 
manager. 
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BUY WAR SAVINGS BONDS AND STAMPS 


3.6 


REMOVABLE 
SPIKES 


AT ONCE 
DELIVERY 
* Brown Elk Uppers 


Style #2165 
Sizes 6-12 


Men's No. 2160 & 2161 
Ladies’ No. 2140-2141-2142 
Send for Catalog—ASCO ATHLETIC FOOTWEAR 


ARNOFF SHOE CO.,INC., 101 Duane $+#.,N.Y.C 
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Exclusive CARTON LABELS 
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200” SOMEONE ELSE. 


TOLMAN- DAVIDSON 


—ADVERTISING PRE 
BROCKTON, MASS. 
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Buy Only for Needs 


CuicaGco, ILL.—That panic buying 
has subsided into more conservative 
commitments was reflected in orders 
placed by shoe merchants at the regular 


‘monthly show of the Chicago Shoe 


Travelers held recently at the Hotel 
Morrison. There was an unusually 
good attendance at the show with a 
number of out-of-town buyers. All in 
attendance were seeking Fall mer- 
chandise, and although a number of 
good orders were placed, merchants 
appear to be buying only enough for 
their needs. 

Among the novelties in which there 
was considerable interest were several 
versions of the wedge heel—both in 
medium and in high heights. These 
appeared in imitation alligator, calf, 
and in suedes. Contrasting platforms 
were also shown and bought in con- 
siderable amounts. There were a 
number of open toes as well as open 
backs in shoes for early Fall wear. In 
the high style houses there appeared 
an increasing number of variations and 
versions of ties. Particularly well re- 
ceived were the wrap-around ballerina 
types in suede and in calf. Also intro- 
duced at this show was a new side-tie 
military sport oxford which is expected 
to take hold as the season progresses. 
In the lower priced shoes a number of 
limitations and synthetic leathers are 
being shown and are being readily 
accepted by the trade. 

According to the executive committee 
of the Chicago Shoe Travelers’ Asso- 
ciation, it is planned to continue to hold 


these shows each month. It is pointed 
out that they are growing in popular- 
ity with salesmen who are forced to 
curtail their road trips because of 
travel restrictions and tire shortages 
and with retailers who are forced to 
make frequent trips to a central mar- 
ket to seek new sources of supply. 


“Caravan Unit” 
To Display Merchandise 


ROCHESTER, N. Y.—Retail stores for 
men’s apparel in this city, including 
shoe stores, have received word that a 
“Caravan Unit,” from Buffalo, is to 
visit this city and be at Hotel Seneca, 
July 23 and 24, with displays of mer- 
chandise in these lines. 

This method of displaying lines to 
merchants is to be taken, it is an- 
nounced, as a measure for the conser- 
vation of gasoline and tires in accord 
with governmental wishes. Instead of 
traveling salesmen calling on mer- 
chants, the merchants will call on them. 

Other cities on the list and dates for 
the visits are: Troy, July 19 and 20; 
Hotel Syracuse, Syracuse, July 21 and 
22. After the visit to Rochester the 
caravan will proceed to Buffalo to par- 
ticipate in the Buffalo Mart, at Hotel 
Statler, July 26, 27 and 28. 


Promoted to Sergeant 


ROcHESTER, N. Y.—Fred L. Myers, 
son of Fred L. Myers of Gray’s shoe 
store, has been promoted to sergeant at 
Camp Stewart, Georgia. . 





Footwear for 


the W.A.A.C.’s 


Twe of the shoes selected in first orders for the Women's Army Auxiliary Corps. 
The service oxford with masculine detailing from Marshall, Meadows & Stewart 


has been popular with defense organization workers. 


The canvas sport oxford 


from United States Rubber Company has a black rubber sole. A house slipper from 
La Salle Slipper, Inc., and a two-button galosh from Hood Rubber Company (see 
our July 4th issue] have also been chosen, Official hosiery colors chosen by the 
Quartermaster General of the United States Army include "Victorious", a warm 
sunburnt tone launched recently by the Textile Color Card Association, and selected 


for rayon and mercerized lisie hosiery; 


“Mosstone" and “Old Gold" for cotton 


anklets, both taken from the association's selections. 
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Sell Service to Customers 


[CONTINUED FROM PAGE 15] 


be at all suited to the use it will re- 
ceive. And remember, that man is not 
going to think much of you or your 
shoes if he pays more money than he 
has been accustomed to paying, and 
then finds the shoes do not serve him 
well, On the other hand, if you guide 
his selection, showing him the right 
way to buy and wear shoes, with care- 
ful consideration for expected use, you 
will add another friend to your list, 
and another satisfied customer. 

In future articles the Recorper will 
take up specific promotion ideas for 
both newspaper and display, for the 
cooperative event, and for individual 
stores. Recently, many promotions 
have seemed to take the angle that 
merely telling people the goods are 
available is sufficient. Other stores 
have seemed to think that a “sellers’ 
market” will bring the customers in 
without any effort on their part. Both 
have proven wrong. There is, and will 
continue to be, a need for intelligent 
appealing promotion. Conditions are 
changed, but you still have a selling 
job to do, and National Men’s Shoe 
Week offers an opportunity to com- 
bine selling with service that cus- 
tomers and the general public will ap- 
preciate, 

Be ready to present your case for 
Fall shoes Sept. 12 through Sept. 19! 


More Sizes—Fewer Styles 


Larger Sales 


[CONTINUED FROM PAGE 24] 


do something for their feet—footwear 
which will give them an emotional lift; 
or footwear of unquestioned merit which 
will give them more foot comfort than 
they have previously experienced. 

National consumer advertising, does 
not mean a thing to us. Patrons come 
to us to be well fitted. When they put 
their shoe fitting and foot comfort prob- 
lems in our hands, they have confidence 
also in our selection of makes of shoes. 
The name of a well-known make does 
not carry half the weight which our 
recommendation does. Our Customers 
look to us for foot comfort guidance, 
so why shouldn’t our name be the one 
to be remembered? 

Windows come in for a great deal of 
attention here. There is no better way 
for us to promote the sale of a certain 
shoe than through dramatizing that 
shoe in the window. Even in shoes hav- 
ing primarily a foot comfort angle, 
stories can be built around the pattern, 
the heel or even the extent of the fit- 
ting range. 

Extra sales of men’s shoes can be 
boosted by having every man in the 
house wearing the particular kind of 
shoe being publicized. It pays, too, to 
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promote those patterns which, while in 
good taste, are not patterns ordinarily 
bought by the regular run of the store’s 
trade. 

It pays, too, to keep in contact with 
the trade — direct contact by meeting 
them socially, by phone and by direct 
mail. Newspaper advertising is good 
and is used, but these other methods 
mentioned have the personal touch 
which is hard to obtain through the 
newspapers. Persona! contact will often 
reveal some customer whose foot com- 
fort can be greatly improved by mak- 
ing some minor adjustment to the re- 
cently purchased shoes. 


Family Tradition 
Maintained in New Store 
[CONTINUED FROM PAGE 28] 


Glareless fluorescent lighting has been 
built into the store. 

The Newman Mercantile Company 
was founded by Joseph Newman in 
1871, with a store in Pierce City, Mo. 
The first store was devoted entirely to 
merchandise for men. Mr. Newman 
prospered in his venture, became 
Pierce City’s first mayor, and opened 
a second store in Joplin, Mo., in 1897. 
Three stores are now maintained in 
Joplin. 

The Enid store was opened in 1922, 
when Mr. Newman’s son, Milton J. 
Newman, bought out the Kennedy 
Mercantile Company. He was assisted 
by two nephews, Carl N. Ettinger and 
B. J. Newburger, who left in 1927 to 
establish another Newman store in 
Cedar Rapids, Iowa. The Enid store 
has grown, and its founder is active in 
civie affairs. He is assisted by another 
nephew, Sol Newman, Jr. 

With the opening of the new store, 
the Newman Mercantile Company car- 
ries on a family tradition of honesty, 
fair dealing and quality merchandise. 


Windows Feature Black 
And Multicolors 


Cuicaco, Itt.—Mandel Bros., Loop 
department store, recently added an 
interesting variation to the traditional 
mid-Summer white shoe promotion. 
Two main State Street windows were 
devoted to shoes. One contained all 
black shoes with the legend “Bon Vi- 
vant Black—Bewitching as a Summer 
Midnight, chic in its shimmering lines 
—priceless fashion for the cocktail 
The other, filled with maulti- 
colors, bright prints, and colored sport 
shoes, carried the legend. “Latin Spice 
—the final fillip to a saucy Summer cos- 
tume—Latin inspired footwear that 
does nice things for your feet.” 
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Workshoes 


2 Oe 6 Or Oe OF Oem 





STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
Carried in Stock 
GOODWILL SHOE 
Holliston, Massachusetts 








Union Made 
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Sandals 
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SNAPPY LUGGAGE TAN UPPERS 
LEATHER SOLES 


$1.65 


Send fer New 


Catalog 
STYLE £1001, MEN'S SIZES 6-12 — Athletic 
STYLE #1002, LADIES’ SIZES 4-9 cotwear 


ARNOFF SHOE CO., INC., 101 Duane St.,N.Y.C. 
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Innersoles 


We please the FEET 
— it's easy sale-ing. 
EDGAR S. KIEFER TAN 


TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES. CHICAGO, 223 W. LAKE ST. # BOSTON, 42 UNCON ST. 


PIGSKIN 


INNERSOLES » COUNTERS WELTING 
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Moccasins 
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| $1.30 Up 


' 
in STOCK 
Send tor NEW 
Catales 


Style 76146 


THE ARNOFF SHOE COMPANY, INC. 
101 Duane Street New York, N. Y. 











Shoe Man Inducted 


DALLAS, TEx.— George Potashnick, 
manager of the shoe department, 
Titche-Goettinger Co., Dallas, is now 
Private Geo. Potashnick. Ben Rosen, 
assistant manager of the department, 
has been promoted to fill Mr. Potash- 
nick’s place. 








SALESMEN WANTED 


HELP WANTED 





WANTED SHOE SALESMAN, thoroughly 

experienced in selling, fitting and servicing 
Orthopedic Footwear. Must know the Ortho- 
pedic Shoe business in all its phases. Estab 
lished shoe store in vicinity of Washington, 
D..C, Excellent opportunity for qualified man. 
Address #578, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





ALESMAN for North and South Carolina 

and Georgia for Welt-O-Pedic Shoes for men 
and women, retailing $4.00 to $5.00. Must he 
experienced and use car. Commission basis 
Give references and all other details first letter. 
A. Meltzer, 28 North Fourth Street, Philadel 
phia, Pa. 


S HOE SALESMAN: Steady work—good pay 

for experienced man, in the largest fam- 
ily shoe store in Portland, Maine. Write for 
personal interview. Address #576, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


ALESMAN WANTED FOR GREATER 

NEW YORK by Men’s and Ladies’ Play 
shoe, Sandal and Slipper Factory. Only expe- 
rienced man, with best connections considered. 
Give full particulars in first letter. Address 
#575, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 


S ALESMAN for Texas and Oklahoma to 
carry Women’s popular priced Novelty Shoes 
in conjunction with another line. Commission 
only. Address #581, care Boot & Shoe Re- 
corder, 209 South State St., Chicago, II. 


FE, XPERIENCED MEN WANTED to repre 

sent large manufacturer of growing Girls’ 
and Misses’ Sport Oxfords; Women’s Arch 
Type, AA-EEE; to retail at $2.00 to $2.50, 
catering to the retail stores. Every number 
carried in stock. Territories open in New En- 
gland States, Alabama, Arizona, Delaware, Idaho, 
Indiana, Kansas, Kentucky, Louisiana, Mary 
land, Minnesota, Mississippi, Nevada, New 
Tersey. New York, North and South Dakota, 
Ohio, Oregon, Pennsylvania, Virginia, Washing- 
ton, Wisconsin. Only experienced men wanted: 
straight commission, Address #582, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 

















SIDE LINE WANTED 


SDE LINE WANTED: Well established 

salesman covering East Coast territory selling 
Ladies’ Playshoes to retail up to $6.95 is in- 
terested in better grade non-conflicting line 
Address #580, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


POSITION WANTED 


ROVEN, outstanding shoeman; medium, bet 

ter grades; Buyer, Manager, Salesman, 37, 
Class 3-A, available 30 days. Address #579. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 














HELP WANTED 

High grade, well-established, shoe manufac- 
turer wants seasoned representative for or- 
thopedic line of Men’s and Women's Shoes 
in $11.00 retail field. Must be well known 
in territory of Kansas, Oklahoma and Texas. 
Present volume in territory $75,000. Present 
representative drafted. State qualifications 
in reply. 

Address Box 574, care BOOT & SHOE RECORDER 

208 So. State Street, Chicago, til. 











Entire 


Waik-Over, > 
ity, Arch Preserver, Quality, Bos- 
fonians, Stetson, Red Cross, Nunn-Rusk, Ete. 
IRVIN RUBIN 
“The House of Jobe” 
88 Reade St., Cor. Charch 
Phone Barclay 7-7887. New York Olty 











NATIONWIDE Chain Organization offers ex- 
ceptional opportunity to man with knowl- 
edge of Women's, Men's, and Children’s Shoes 

thoroughly experienced in stock control pro- 
cedure and National! distribution methods. Write 
brief outline of experience, age, ancestry, mari- 
tal status, dependents. Enclose recent snapshot 
if available—not returnable. Replies strictly 
confidential. Address #577, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 


NN. . 





SALES MGR. WANTED 





ALES MANAGER, to become actively as 

sociated with mid-west shoe manufacturer ot 
children’s and growing girls’ high grade welts 
at popular prices. Investment required. Ad 
dress B-571, care Boot & Shoe Recorder, 100 
East 42nd Street. New York, N. Y 





HOTELS 








SELL YOUR SURPLUS STOCKS 
te 


KIRSCH-BLACHER CO., INC. 
estabiished 1915 


Visi? our new warehouses 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5879 














SHOE STORES WANTED 
FOR CASH 
Men's, women's, children’s shoes 
term leases as- 
. BARIS, bon 
iy INC. 


79-81 Reade St., New York 
Unusual references on request 




















HOTEL ATLANTIC 


A convenient downtown hotel with 
reasonable rates from $2.25 up. 


CLARK NEAR JACKSON 

















‘ 
CASH 
For Entire Stocks or Surplus Merchan-. 
dise. This ie a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 


. CAMITTA SHOE COMPANY 


120 N. Fourth St., Philadelphia, Pa. 
Phene Lombard 2062 














BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


buy for eash surplus or complete shoe stocks 
Branded or unbranded. Generous prices. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1 














CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. : 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
F Advertisements for this page must be in our New York Office on Friday of the week preceding publication 
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There Is a Bottleneck 

In Transportation That 

May Affect You as an 
Advertiser 

The Offices of Defense Transportation 

hes issued a general order which 


means for the duration of the war ship- 
ments of plates will arrive at destination 





os and when the express company or 
the post office can handle them. 


You can do your part to help facilitate 
the transportation problem by forward- 
ing plates as well as copy earlier than 
usual. 


We know you will cooperate — Thanks. 
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WPB Grants Relief 
To Shoe Repair Shops 


SAN FRANCISCO, CaL.— Shoe repair 
shops may use up their frozen stocks 
of heavy shoe sole leather, and may 
buy additional supplies of similar quai- 
ity leather that dealers had on hand on 
May 22, 1942. 

Such permission was granted recent- 
ly by the director of Industry Opera- 
tions, according to Washington advices, 
in amendment No. 1 relaxing a provi- 
sion in general preference order M-80 
as amended, which ordered all heavy 
sole leather set aside for government 
use, 

Specifically, the amendment permits 
shoe repair shops to use any whole 
stock (leather sides, backs, bends, crops, 
strips, shoulders, bellies, and belly cen- 
ters) or cut stock of military weight 
and quality. 

In addition, retail dealers of finders 
and sole leather may distribute to shoe 
repair shops any finders, type whole or 
cut stock of military weight and qual- 
ity which they had on hand on May 22. 

Under order M-80, as amended, any 
person having whole stock, from which 
cut outer or inner soles of manufactur- 
ers, or of finders, type of military 
weight and quality could be cut, was 
ordered to set aside such stock for sale 
to the government or for delivery to 
sole cutters, or he was required to cut 
the whole stock so as to yield the maxi- 
mum quantity of military leather. 


Opens Family Store 


Clovis, N. M.—P. V. Hicks, for 
twelve years in the retai! shoe business 
in Winslow, Arizona, has opened the 
Hicks Shoe Store here. The store is 
finished in ivory and chrome, and will 
handle nationally-advertised shoes for 


men, women and children. Mrs. Hicks 
assists her husband in the store. 
1942 
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Launch Shoe 
Conservation Program 


St. Louis, Mo.—On the theory that 
during war time it is the shoe retail- 
er’s duty to tell his customers how to 
get longer service from their shoes as 
well as to sell new pairs, all shoe de- 
partments at Famous-Barr Company, 
St. Louis department store, are coop- 
erating with a shoe conservation pro- 
gram which will lest through the entire 
war. 

Departments concerned include all 
women’s, sport footwear, children’s, 
men’s and specialty footwear shops on 
the second and third floors of the store. 
All departments are pledged to put in 
an extra few minutes per shoe sale in 
emphasizing the simple steps which 
should be taken to preserve the shoe 
for longer life; “required reading” for 
all salespeople. “We've found that 
stress on conservation at the time the 
shoes are sold produces two outstand- 
ing benefits,” it was pointed out. “First, 
customers appreciate the extra effort 
on the part of the store to keep them 
in tune with the times and are more 
likely to return for their next pair. 
Secondly, when the customer takes 
better care of her shoes, and they re- 
spond by retaining serviceability and 
appearance longer, she is bound to be 
more satisfied with the quality of her 
footwear.” 

All salespeople in all departments 
have been especially trained in this 
new job by a series of individual meet- 
ings in each shoe section, the buyer 
using as text a group of six conser- 
vation points written by Marcus Rice, 
manager for all shoe departments. 
These points are: 

1. Have at least two pairs of shoes 
available. Don’t wear the same pair 
every day, and give the shoes a rest 
between wearing. 

2. Polish improves the appearance of 
all shoes. It helps preserve the shoe 
throughout, and keeps the leather soft 
and pliable. 

8. Heels should be straightened as 
soon as they begin to wear unevenly. 
Run-down heels may twis* the shve out 
of shape and thus shorten its life 
greatly, as well as making for dis- 
comfort. 

4. Watch for breaks in the uppers, 
and resole the shoe only if the upper 
will justify the expense. New soles 
on worn-out uppers are wasted. 

5. Place your shoes on trees imme- 
diately after wearing. and stuff them 
with paper rigidly when wet. Dry wet 
shoes slowly away from immediate heat. 

6. Shoe bags or racks will keep your 
shoes from becoming scuffed or dam- 
aged. 

These six points are reproduced in 
large letters on signs in all shoe dis- 
plays in each department. 

“Tt has been surprising how well 
customers absorb this information,” it 
was explained. “Many of them jot it 
down in notebooks for their own use 
later on.” 





MERCHANTS’ NEEDS 








They All But Talk 


HoLtywoop, CaLir.— A special pair 
of prop slippers has been made for Bob 
Hope to wear in the Paramount pic- 
ture “Road to Morocco.” In the scene 
which Bob Hope shares with Dorothy 
Lamour, they are seated on a throne- 
she plays a desert princess in the film. 
When Bob kisses Dorothy, the toes of 
the tightly curled red velvet slippers 
uncurl, stand out straight, then snap 
back with a bang. 


Large Turnover of Sales 


WASHINGTON, D. C.—The last six 
months have seen the greatest turnover 
in the 22 years he has been in this loca- 
tion, according to Aubrey S. Misell, 
manager - secretary-treasurer of the 
Queen Quality Boot Shop, Inc., 1221 F 
St., N.W. 

Mr. Misell has been in the shoe busi- 
ness for 35 years, starting in a modest 
way in Danville, Va. He had been 
manager for twelve years of the Queen 
Quality store, until ten years ago when, 
with a partner, he purchased it from 
a chain organization. Women’s and 
misses’ shoe styles are featured. 


Special Department 
For Slacks Styles 


CHIcAGo, ILL.—Shoes for wear with 
slacks, shorts, culottes, and other play 
shoes are given special first-floor atten- 
tion in the “Slack Shack,” a new special 
department at Carson, Pirie, Scott & 
Co. Low-heeled sport shoes, moccasins, 
and bright colored play shoes of all 
types are shown here, together with a 
wide collection of shorts, slacks, cu- 
lottes, etc., all under the heading of 
“Cycle Capers.” Gloves, belts, ankle 
socks, unusual caps are among the 
other accessories shown. 


Takes Charge of 
Shoe Department 


LovuIsvILLE, Ky.—C. C. Stephens, 
formerly of the firm of Stephens & 
Koenig, has taken charge of the shoe 
department on the Venhoff & Hillen 
men’s store, 228 West Market Street, 
which handles hats, furnishings, etc. 
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Urged to Lengthen the 
Life of Shoes 


[CONTINUED FROM PAGE 31] 


and strips has been sharply curtailed, 
that they will have to urge frugal use 
of tacks and wire, and that there will 
be increasing restrictions and limita- 
tions curtailing the use of latex and 
rubber cements. 

C. L, Engstrom, of Peoria, Ill., pres- 
ident of the association, reported that 
the first quarterly survey for 1942 re- 
vealed that shoe repair business was 
up 25.5 per cent over the previous year 
and that figures for the second quarter 
were expected to be even higher. 

Of interest to the retail shoe trade is 
the fact that the first pair of shoes as 
well as the second is now going to the 
shoe repairmen rather than being dis- 
carded. Women are having dress shoes 
repaired as well as street and sport 
shoes, a factor which has caused the 
trade to develop a new process of an 
invisible half sole with cemented shank. 

Officials pointed out that the conser- 
vation theme urged by the government 
has been especially emphasized on care 
and preservation of shoes and other 
leather articles and has had an imme- 
diate effect on the business of the shoe 
repairmen. It was pointed out that a 
number of shoe stores and department 
stores are developing shoe repair de- 
partments or are urging shoe repair 
and conservation in their advertising. 
Shoe repair jobs are usually in such 
cases either operated as a concession 
or are turned over to regular shoe re- 
pair shops. 

Increased sales of -work shoes and 
special shoes for defense work have 
also been reflected in increased repair 
business of a specialized sort. Many 
of the work shoes call for use of heavy 
soles and other heavy materials. 
Powder shoes are a particularly special- 
ized problem, since they must be re- 
paired without use of nails, tacks, wire 
or metals of any kind. In communities 
adjacent to powder plants, some repair 
shops have opened special departments 
to specialize in caring for shoes of 
this type. 


Joseph F. Brightman 


ROCHESTER, N. Y.—Joseph F. Bright- 
man, 74, widely known among shoe men 
as a dealer in hides and leather, died 
at his home in this city recently. With 
his brother, Frederick Brightman, he 
established the business of Brightman 
Brothers in 1900, buying and selling 
hides and furs. His brother withdrew 
from the firm a number of years ago 
and he had since been conducting it in 
association with his son, Harry Bright- 
man, 

Mr. Brightman was chairman of the 
committee which built Mt. Hor Presby- 
terian Church, and he had a prom- 
inent part in numerous civic activi- 
ties. He leaves his widow and son. 








A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ALLIED KID CO., Boston, New York, Philadelphia 

ARNOFF SHOE CO., INC., New York City 

BANCROFT WALKER CO., Waltham, Mass. 

BARBOUR WELTING COMPANY, Brockton Mass. 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. 

CAMITTA SHOE COMPANY, Philadelphia, Pa. 

COLONIAL TANNING CO., Boston, Mass. 

CONNELL, J. M., SHOE CO., Braintree, Mass. 

CRADLE REST CO.., Div. of Rice-O'Neill Shoe Co., St. Louis, Mo. 
DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cai. 
ENDICOTT-JOHNSON CORP., Endicott N. Y. 

EVANS, JOHN R., & CO., Camden, N. J. 

GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. 

GOODWILL SHOE CO., Holliston, Mass. 

HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. 

HOTEL ATLANTIC, Chicago, Ill. 

HOTEL LENNOX, St. Louis, Mo. 

KIEFER, EDGAR S.. TANNING CO., Grand Rapids, Mich. 
KIRSCH-BLACHER CO., INC., New York City 

ROBERTS-HART, INC., Keene, N. H. 

RUBIN, IRVIN, New York City 

SHOE FORM CO., INC., Auburn, N. Y. 

SUPERIOR SHOE CO., Chicago, Ill. 

TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Brockton, Mass. 
UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

UNITED STATES RUBBER CO., INC., New York City 


VOGUE SHOES, INC., Los Angeles, Cal. 
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R SHOES 








They re deserving of the best, these boys of ours, keen eyed, strong and sturdy, 
facing tomorrow fearlessly and alert. Actually, THEY are America’s Future, and 
on their health and well being rests the safety and security of the whole country. 

Gerberich-Payne dealers see in them, be they six or sixteen, the fruits of 
careful work at the fitting stool, and the proud result of fitting them with the 
finest boys’ shoes in America, Gerberichs, Junior Arch Preserver, and Official 
Boy Scout Shoes. They find it practical and profitable to render this service too, 
because of a fair mark-up on every pair. Investigate Gerberich-Payne today. 





